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Rough Proofs 


In view of the fact that three out 
of four drivers don’t carry liability 
insurance, the odds are against you 
if you are planning to get hit by the 
right car. 

. a 

“Advertisers to Rally Around 
Father’s Day,” reports ADVERTISING 
Ace, which seems to have inter- 
viewed everybody on this subject ex- 
cept father. 


, FF 

The victim of Father’s Day listens 
to advertising promotion of the 
lovely sentiments surrounding the 
occasion with the same feelings he 
has when President Roosevelt starts 
talking about spending a few billions 


more. 


RAY OF SUNSHINE DEPARTMENT 
John J. Corson, acting director of 
old age insurance, said there are 350 
Robert Taylors to whom account 
numbers have been issued, but only 
one is the motion picture actor.—Chi- 
cago Daily Tribune. 


oe ee 


Syracuse’s new platform for used 
car promotion includes the plank, 
“No misrepresentations of any kind.” 
Are they trying to make life pleas- 
anter for the better business bureau? 


- + 


Chicago Stock Exchange starts a 
campaign to prove that you should 
always do business with its members 
if you want your investments to be 
safe. Too bad the New York ex- 
change can’t use the same copy. 


7, V F 


“All publicity and advertising 
needs a shave and a hair-cut from 
time to time,” Bernard Lichtenberg 
asserts. As well as an occasional 
press for the baggy pants of public 
relations? 


oR) 


Pierce-Arrow, another great name 
of motordom, is fading into oblivion. 
The publie, unfortunately, is inter- 


ested only in what you can offer to- 
day. 


¥ F F 


_ Don't be fooled by that du Pont 
itramural advertising competition 


—the boys at Wilmington are still 
‘ompeting in the open events. 


7, > 


A baseball announcer representing 
“ Sponsor won’t be able to say this 
— that the umpire is lousy. 
08h, it’s getting to be a sissy game. 


7,  ® 


bee MeGivena says that too many 
— executives are merely “surf 
‘Ts Playing a hunch.” And right 


how 
— of them are merely surf 
riders. 


bt 


= 


it mo have a million-dollar plant 
“a haven't got the right prod- 
hig asked Phil Wrigley as he laid 


0 on the line for Dizzy Dean. 
Copy Cus. 
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Henry Ford 


FORD TO SPEAK 
AT NEWSPAPERS’ 
NEW YORK MEET 


Promotion Men Also Hold 
fonvention 


New York, April 19.—The annual 
convention of the American News- 
paper Publishers Association, to be 
held at the Waldorf Astoria here, 
April 26-29, will be highlighted by 
the presence of Henry Ford as fea- 
tured speaker, marking his first ap- 
pearance in that role in many years. 
Co-starred with the automobile mag- 
nate at the annual dinner of the Bu- 
reau of Advertising -on Thursday 
night, will be Thomas E. Dewey, 
New York County district attorney, 
Mrs. Ogden Reid, chairman of the 
dinner committee, announced today. 

For four days the publishers will 
devote themselves to a wide variety 
of advertising, editorial and policy 
problems, with business’ sessions 
closed to all but ANPA members. 
Among the subjects slated for special 
attention are production costs, radio 
and motion picture advertising. The 
Wednesday afternoon meeting will be 
devoted entirely to activities of the 
Bureau of Advertising, which is cur- 
rently engaged in an aggressive 
membership drive, preparatory to a 
joint nation-wide promotion cam- 
paign in behalf of newspaper adver- 
tising. A special meeting is also 
being arranged for discussions be- 
tween publishers and advertising 
agencies. 

At the annual dinner, Edwin S. 
Friendly, New York Sun, chairman 

(Continued on Page 29) 


DIRECTORY OF FEATURES 
Ad-libbing 


Basic Business Index.......... 28 
Coming Conventions 24 
Editorials .......... 12 
Getting Personal ............ 22 


Information for Advertisers. . 12 

Se ae 20 

Photographic Review of the 
MA Nee onic ee oe Y vy 31 


Rough Proofs 
Voice of the Advertiser 


FCC Raps AT&T Policies; 
Stockholders Fight Back 


Education or 
Revolution? 


AAAA Asked 


White Sulphur Springs, W. Va., 
April 22.—The most urgent terms 
were used today by B. C. Forbes, pub- 
lisher of Forbes Magazine, and widely 
known economist, in telling the Amer- 
ican Association of Advertising Agen- 
cies of the dire need of proving to 
the American people that business 
men are not the ruthless and cold- 
blooded creatures they have been 
painted, and that the door of oppor- 
tunity swings wide open under the 
present system of government. “Revo- 
lutionary politicians” await the deci- 
sion with intense interest, he as- 
serted. 

“If the looming battle be lost, God 
help our children and our grandchil- 
dren, God help the coming descend- 
ants of our founding forefathers,” 
said the publisher solemnly. 

Paul W. Garrett, director of public 
relations, General Motors Corpora- 
tion, said that public relations means 
more than a pose or a front. It means 
everything that a business does or 
practices, he insisted. Others par- 
ticipating in. the symposium on 
“Business and Its Relation with the 
Public” were W. Averill Harriman, 
chairman, Union Pacific Railroad, 
and part owner of Newsweek, and 
Henry Eckhardt, retiring Four A’s 
chairman. 


Begins at Home 


Mr. Garrett said that good public 
relations begin in the immediate 
community in which a manufacturer 
does business. He characterized the 
public relations policies, or their 
lack, in most manufacturing and 
marketing organizations as “unbe- 
lievably stupid.” 

“It is no longer sufficient that 
business produce goods or services of 
the kind customers want, at the price 
they can pay,” said Mr. Garrett. “It 
must also provide and dispense those 
goods and services in a manner to 
win general approval, and under cir- 

(Continued on Page 27) 


FOUR A'S CHAIRMAN 


Gilbert Kinney 


GILBERT KINNEY 
MADE CHAIRMAN 
OF THE AAAA 


White Sulphur Springs, W. Va., 
April 20.—Gilbert Kinney, vice-presi- 
dent and a director of J. Walter 
Thompson, New York, was elected 
chairman of the board, American As- 
sociation of Advertising Agencies, at 
the annual election here today. Mr. 
Kinney succeeds Henry Eckhardt, 
chairman of the board, Kenyon & 
Eckhardt, New York, who becomes 
ex officio member of the board. 

Mr. Kinney, the new board chair- 
man, gave ADVERTISING AGE an optim- 
istic statement as to the part adver- 
tising is destined to play in the 
country’s evolution. This appears on 
Page 16. 

In addition to Mr. Kinney, the fol- 

(Continued on Page 28) 


Last Minute News Flashes 


White Sulphur Springs, W. Va., 


appropriation, with Campbell-Ewald 


New York, April 22.—George 
Tucker, vice-president, of Thornley 
tirement from that agency. 


tion manager of Newsweek to head 
ment, Bureau of Advertising, ANPA 


Gauvreau to Revamp 


announced elimination of contests, 
appeal. 


1929 and a director in 1931. 
dinner April 25. 


15 Tire Manufacturers Sign for Joint Campaign 


April 22.—Fifteen tire manufacturers 


today signed to participate in a joint campaign to be waged under the 
auspices of the Rubber Manufacturers Association. 


The goal is a $500,000 
Company as the agency. 


Thornley, Tucker Retire from Thornley & Jones 


H. Thornley, president, and Glenn 
& Jones, today announced their re- 


Benneyan to Leave “Newsweek” for ANPA 


New York, April 22.—George Benneyan will shortly retire as promo- 


the research and promotion depart- 


. 


“Click” as New Editor 


Philadelphia, April 22——Emile Gauvreau, made editor of Click today, 


more reading matter, and a quality 


Mr. Gauvreau has been editor of the Inquirer. 


Blair Resigns from J. Walter Thompson 
Chicago, April 22.—Milton J. Blair today resigned as vice-president 
and director of J. Walter Thompson Company, effective May 1. 
been associated with the agency since 1924, becoming vice-president in 
The agency will honor him with a farewell 


He has 


Huge Appropriation Has Been 
Improperly Used, Bulky 
Report Charges 


New York, April 21.—American 
Telephone & Telegraph Company will 
continue its aggressive advertising 
methods, an executive told ApvERrTis- 
ING AGE today as stockholders, hold- 
ing their annual meeting, adopted two 
two resolutions denouncing methods 
employed by the Federal Communica- 
tions Commission in its recent inves- 
tigation of the company. Meanwhile, 
at Washington, the commission re- 
leased excerpts from the report, 
which castigated AT&T for alleged 
misuse of its tremendous appropria- 
tion. 

The first resolution adopted by the 
stockholders condemned the FCC re- 
port and the attitude expressed 
therein, while the second protested 
against the manner in which the FCC 
conducted the investigation, while 
denying the FCC “assumption” that 
its probe was responsible for rate re- 
ductions and improvement of serv- 
ice. 

President Walter 8S. Gifford ex- 
pressed himself sin neo uncertain 
terms, fa, ing the FCC as “partisans 
and prosecutors” and its findings as 
“neither accurate nor comprehen- 
sive.” 


Taxes and Advertising 


Possibly having in mind charges of 
the FCC that AT&T spent for adver- 
tising from 1922 to 1935 the huge 
sum of $68,000,000, Mr. Gifford gave 
a few figures on taxes which made 
this appropriation seem less formid- 
able. The company’s annual tax bill, 
he said, has grown from about $85,- 
000,000 in 1930 to $145,000,000 in 
1937, even this tremendous sum fail- 
ing to include taxes paid by users 
of telephone service. 

Though the complete report of the 
FCC on AT&T has never become pub- 
lic property, it gave birth to rumors 
that, as a result of FCC criticism of 
its advertising methods, the tele- 
phone company would curtail its pro- 
motion sharply. 

Excerpts from the report, released 
for the first time revealed that ad- 
vertising policies of the telephone 
company were even more severely 
criticized than was believed. Chapter 
17, covering public relations, reads in 
part as follows: 


“Subtle,” Says FCC 


“The public relations policies of 
the Bell System have been directed 
to the protection of its investment, 
the maintenance of its monopoly po- 
sition in the communications field, 
and the maintenance and increase of 
revenues. Efforts to achieve this 
broad aim have been directed toward 
a versatile and subtle campaign of 
public education on many fronts... . 

The System’s public relations poli- 
cies are based upon a long range cul- 
tivation of public opinion through 
constant and unrelenting propaganda 
and advertising by the exploitation 
of every available contact. ...An ad- 
vertisement in a newspaper not only 
advertises the System’s service to the 
public but tends to win editorial sup- 
port in times of attack... . Today the 
Bell System’s aim of protecting its 
investment, maintaining its position 
of monopoly in the communications 
field, and maintaining and increasing 
its revenues is accomplished in three 
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general ways: by indoctrination, by 
economic contacts, and by political 
pressure... .” 

Here the report, (Vol. 11) goes ex- 
tensively into the program of “indoc- 
trination” through educational cam- 
paigns by and through its employes, 
social and political contacts, alleged 
subsidization of several magazines 
and numerous books and authors, re- 
lations with educational institutions 
by placing its officials on boards of 
colleges and school systems and ad- 
vertising in the school publication, 


productions of educational motion 
pictures. 
It continues: 
Influence on Editors 
“Relations with the press: Bell 


System relations with the press are of 
two kinds, contacts with editors and 
contacts with the business managers 
in advertising matters. The latter as- 
sociations supplement the former, 
which are considered more impor- 
tant. All Bell System companies at- 
tempt to establish and maintain 
friendly relations with newspaper edi- 
tors, publishers, and reporters in 
their respective localities. Intimate 
contacts with editors and reporters 
are established and systematically 
maintained. ... 

“The commercial department, 
through its exchange, district, and 
division managers and other em- 


ployes, is charged generally with 
maintaining these friendly relations. 
Newspaper publicity, editorial mat- 
ter, and advertising are furnished to 
the press by the regular commercial 
organizations. . 

“For a number of years the press 
has been given a great many articles 
prepared by Bell System Companies 
and presented to editors for publica- 
tion. . . . Although the subject mat- 
ter may be classified as ‘news,’ the 
company selects and treats the ma- 
terial in such a manner that the pub- 
lic is likely to be impressed favor- 
ably. News matter is regarded by 
Bell System managers as more con- 
vincing to the general public than 
similar information when presented 
in the form of paid advertising. 

“Bell System publicity reaches its 
peak during the periods when rate 
increases are either pending or pro- 
posed. Publicity during these periods 
is organized systematically, along the 
following lines: the preparatory can- 
vass for public endorsement of the 
rate project; preparation of newspa- 
per advertisements preliminary to 
hearing, during the hearings, and 
following the decision; preparation 
of publicity for use by employes, in- 
cluding letters, booklets, and envel- 
ope enclosures; publicity for use of 
subscribers and the general public; 
publicity for the press, including 
news stories, interviews and sugges- 


Donahue Chairman 
of On-to-Glasgow 


London, Ont., Canada, April 
21.—Harold Donahue, 637 Well- 
ington street, today was ap- 
pointed chairman of the Adver- 
tising Affiliation’s On-to-Glas- 
gow committee for the Interna- 
tional Advertising Convention 
June 25-29. Mr. Donahue re- 
quests any advertising man in- 
terested in making the trip to 
write for information. 


tions for editorials; suggestions with 
respect to the type of talks to be 
made to commercial clubs... . 


Editors Changed Attitude 


“Testimony introduced at the hear- 
ings in the Special Investigation is 
replete with illustrations of the man- 
ner in which a judicious placing of 
advertising with certain newspapers 
has changed the attitude of the edi- 
tor from one of opposition to one of 
cooperation. Generally, Bell System 
advertising is of two types, institu- 
tional advertising for the purpose of 
selling the System to the public, and 
service sales advertising, to sell the 
services of the company. ... 

“The chief function of the institu- 


THE SOUTH’S LIVESTOCK 
INDUSTRY STEADILY EXPANDS 


NEW WEALTH FOR THE SOUTH 


The nation knows that the South has arrived as an important livestock 
producing region. Southern Farmers know that Progressive Farmer 
has been the leader in this movement-—their most trusted counsellor in 
methods of feeding, management and marketing which they can adopt 
and practice with confidence. 


This participation of Progressive Farmer in a vast realignment of 
Southern agriculture, adding animal production to plant production, 
has been made possible by the unique feature of its five separate 
editions, each edited to meet the local needs of the area it serves. 


Manufacturers are viewing this 
diversified Southern farm mar- 


ket with new interest. 


Progressive Farmer provides the 
most influential, the widest and 
most economical coverage of this 


market. 


COMPARISON OF THE 


SOUTHERN STATES WITH 


ALL OTHER STATES 
LIVESTOCK 


Progressive farmer 


Gand Southern Ruralist 


BIRMINGHAM RALEIGH 
250 Park Ave.. NEW YORK 


“IN THE RURAL SOUTH IT’S PROGRESSIVE FARMER” 


POPULATION 
GAINS 1937 OVER 1929 


+20.9% 


14 


IN 


= 14 SOUTHERN STATES 


ALL OTHER STATES 


+47.4% 


+34.8% 


-6.2% 


—27.8% 


MEMPHIS DALLAS 


Daily News Bldg., CHICAGO 


tional advertising is to create good 
will among the subscribers. . . . Ad- 
vertisements are grouped according 
to specific types of appeal. Illustra- 
tions of these are grouped under the 
following general headings: con- 
stant expansion requires new inven- 
tions; Bell growth has kept pace with 
needs; old equipment has been dis- 
carded for newer and better equip- 
ment, etc. 

“These in turn have been placed 

under headings which represent peo- 
ple’s feelings, attitudes and emotional 
beliefs, and grouped under the fol- 
lowing: constant progress; the tele- 
phone as a convenience; the neces- 
sity for efficient operation; constant 
service improvement; popular owner- 
ship; necessity of central unified 
control; romantic elements of com- 
munciation; the subscriber must do 
his part; superiority of United 
States telephones and diversity of 
stock ownership in the Bell System; 
and amount of taxes paid by the Sys- 
tem. ... 
“During the period 1922-1935, in- 
clusive, the Bell System spent a to- 
tal of approximately $68,000,000 for 
advertising.” (Full details con- 
tained in Exhibit 866, not made a 
part of the full report). 


Report Discusses Radio 


“The Bell System does compara- 
tively little advertising by radio, 
despite the fact that it is one of the 
beneficiaries of radio broadcasting 
through the leasing of Long Lines for 
program transmission. The reasons 
for the Bell System’s failure to ad- 
vertise over the radio are twofold, 
first, such advertising would direct 
the public’s attention to the amount 
of money being spent for advertis- 
ing purposes, and second, the proba- 
ble adverse effect upon the estab- 
lished good will of newspaper edi- 
tors.” 

The foregoing comprises pertinent 
extracts from Chapter 17 on Public 
Relations, covering 27 pages, of the 
full proposed report. 

In the “Conclusions and Recom- 
mendations” chapter, the commission 
recommends under the heading of 
Public Relations: 

“a. The cost of institutional, as 
distinguished from commercial, ad- 
vertising should be borne by the 
stockholders who are directly bene- 
fited thereby rather than by tele- 
phone subscribers. 

“b. Expenses incurred for dues to 
civic, commercial, professional and 
social groups and donations to chari- 
table organizations should not be 
chargeable to operating expenses but 
should be borne by the class benefit- 
ting, namely the stockholders. 


_ 
——_— 


Borden, Busse 
Allege Film 
Infringement 


New York, April 20.—General Mo. 
tors Corporation and Jam Handy Pie. 
ture Service, Inc., were named (de. 
fendants in a suit filed here today 
in U. S. District Court by Richarg 
C. Borden and Alvin C. Busse, sales 
promotion counselors, who charged 
“Smooth Sailing,” a Chevrolet ag. 
vertising film, infringes their book 
“How to Win a Sales Argument.” 

According to the complaint, “How 
to Win a Sales Argument” was copy. 
righted in 1926 by Harper & Bros, 
and later the plaintiffs produced a 
motion picture with the same title. 
“Smooth Sailing,” the complaint de. 
clared, “contains principles, inci. 
dents, ideas and situations” derived 
from the book. The plaintiffs asked 
the court for an injunction restrain. 
ing the exhibition of the Chevrolet 
film and a judgment for damages, 
The defendants have not yet filed 
their answer. 


Were Formerly Professors 


Messrs. Borden and Busse were 
formerly professors at New York 
University. They first burst upon 
the knowledge of the advertising 
field in 1926, when they staged a 
skit, “How to Win a Sales Argu. 


as several advertising associations, 
The sketch was hilariously funny, 
while it also was intensely practical, | 
according to the audiences. 


from their new work that they 
shortly abandoned the teaching pro. 
fession to any fate which might be. 
fall, and concentrated on their book 
and personal appearances. The lat- 
ter palled shortly, so the pair made 
a movie of “How to Win a Sales 
Argument,” which took their places 
on convention and sales programs. 


Chernoff Joins Network 


Howard L. Chernoff has been op- | 
the West Virginia Network, with 


Other stations of the network include 7 
WPAR, Parkersburg, and WBLK, 
Clarksburg. 


Joins Gravure Service 

Paul S. Carter has joined Gravure 
Service Corporation, New York. He 
was formerly advertising manager 0! 


“ce. Concession service, or free 
service, should be prohibited. 

“d. Legislative agents reporting 
to the central authority of the com- 
pany should be required to register.” 

A copy of the report has been sent 
to the two Interstate Commerce 
Committees of Congress and there is 
pending a proposal to. have the re- 
port printed as a congressional docu- 
ment. However, estimates are that 
the cost would be $5,000 and there is 
some doubt about whether to proceed 
or not. -Even if this expenditure is 
approved, it will be many weeks be- 
fore the volumes are available. 


Ad Women Award Prizes 


Advertising Women of New York, 
Inc., has awarded a $100 scholarship 
to Margaret Gant for the ‘most 
meritorious fulfillment of assign- 
ments” during its ninth annual ad- 
vertising course. Heartha D. Gil- 
lick, International Printing Ink Cor- 
poration; Ruth H. Thayer, Compton 
Advertising, Inc.; and Shirley Fuchs, 
of the WPA, received $50 scholar- 
ships. Edith Tannenbaum, Maude 
Eberle, Spool Cotton Company, and 
Joan Sinclaire, General Printing Ink 
Corporation, won honorable mention. 
Seventy-five diplomas also were pre- 
sented to students who completed 
the course. 


Two Join Compton 


Hal James, formerly with the re- 
search and merchandising staff of J. 
Walter Thompson Company and 
Needham, Louis & Brorby, Chicago, 
has joined the radio desartment of 
Compton Advertising, Ine, New 
York, as a _ production executive. 
Mary Coyle, for the past two years a 
feature writer on the Seattle Times, 
has joined the agency as a writer in 


the fashion promotion department. 


Sports Illustrated and prior to thal 
was on the sales staff of Fortune. | 
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Nashville 
Market 
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leads the whole United States in the production of Cellophane 


ACH year millions of pounds of this moisture-proof 
material goes forth from the Nashville market to be 
used in wrapping the goods of the world. With it goes 


annually millions of pounds of Rayon from the same 


plant. 


Production of this Cellophane and Rayon means millions of 


dollars in capital invested in the Nashville market and other 


millions spent in salaries and wages, money that contributes 


to the mass buying power of the market as a whole. 


You can reach and sell the Cellophane center of the United 
States by advertising in The Nashville Tennessean and the 
Nashville Banner, the only metropolitan papers in this mar- 


ket. No other medium can give you complete coverage at 


such low cost. 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
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Alertness, Coordination 
Produce Abbott Success 


Chicago, April 20.—Direct mail ad- 
vertising needs color and drama, 
with a dash of humor, when it is de- 
voted to the complex task of selling 
the more than 1,000 pharmaceutical 
products of Abbott Laboratories, 
Charles Downs, advertising manager, 
told the Direct Mail Advertising Club 
of Chicago today. 

While direct mail is the backbone 
of Abbott’s campaign, Mr. Downs also 
set forth its policies in pharmaceuti- 
cal and medical magazine advertis- 
ing. A major premise in planning 
such copy, he said, was that it must 
be designed to compete with all other 
advertising, rather than only with 
that of direct competitors. 

Discarded in magazine copy prepa- 
ration is the theory that a label or 
trade-mark must always be shown. 
Copywriters are further advised that 
physicians usually possess a high 
I. Q. and that copy need not be “writ- 
ten down.” 


Sales Prove the Point 


Evidence that this policy is sound, 
Mr. Downs said, could be found in the 
fact that the company’s stockholders 


have yet to miss a dividend and that 
the past seven years witnessed a con- 
tinuous rise in sales. 

The groundwork for many of these 
policies is credited to the company’s 
president, S. DeWitt Clough, who 
joined Abbott in 1903 as advertising 
manager. He became secretary and 
director of advertising in 1913 and 
president in 1933. 

Abbott’s current set-up, Mr. Downs 
commented, calls for semi-annual 
campaigns beginning in January and 
July. They are planned in advance 
for the complete period on a budget 
in fixed ratio to anticipated sales. 
“Several hundred thousand dollars” 
was the nearest Mr. Downs came to 
disclosing the actual figure for this 
budget. 

Ninety per cent of the campaign is 
directed to approximately 137,000 
physicians in active practice. The 
remainder is aimed at wholesale and 
retail pharmacists. All copy, Mr. 
Downs said, is expected to achieve an 
institutional effect as well as immedi- 
ate sales. 

An important factor in the former, 
he added, is the company’s house or- 


gan, “What’s New,” a title based on 
the question company salesmen are 
so often asked. This publication fol- 
lows the format of a general maga- 
zine, including a cover in four colors 
and an abundance of photographs. 

The magazine has scored in antici- 
pating popular trends and tying in 
many of its articles with subjects of 
general interest, Mr. Downs said. For 
example, one issue featured a “Gone 
With the Wind” motif when that 
book was at the peak of its popular- 
ity. Another appealed to readers with 
a serious article on “Career Bugs,” 
although the title was a take-off on 
“Career Girls,” a currently popular 
book. 

Humor has also played a dominant 
part in the portfolio of future Abbott 
advertising presented by its salesmen 
twice yearly to their customers. The 
most recent portfolio, Mr. Downs 
said, appeared early this year and 
bore the title “‘The Gold Rush.” This, 
he explained, was in celebration of 
the company’s fiftieth anniversary. 
Art work and layout throughout the 
volume featured the old West in both 
treatment and content. 

The continuity effect of this and of 
all other Abbott advertising, Mr. 
Downs stressed, is obtained through 
the complete cooperation of all re- 
sponsible for its appearance. 

Prior to any operation in the mak- 
ing of an advertisement, all concerned 
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SOUTHS 


AGAIN .... 


Sales Management's 
Survey of Buying Power 
shows Houston has 
More Effective Buying 
Income Than Any 
Other Southern 
City... 


HOUSTON, TEXAS 


RICH © PROGRESSIVE ® ACTIVE © MODERN ® ALERT 


The unusual quality of the Houston market 
has recently sparkled in the reports and maps 


of Brookmire Institute, the United States De- 
partment of Commerce, Dun & Bradstreet, 


Forbes, Brooke, Smith & French, and of every 
other organization picturing national business 


conditions. 


Now, Sales Management’s important Survey 
makes its annual appearance and reaffirms 
this quality . . . and Houston’s quantity value. 


Houston has $319,269,000 of spendable in- 
come to spend yearly ... more than any other 


Southern city. 


This income averages $3493 per family ...a 


tidy sum indeed! 


That substantial majority of merchants and manu- 
facturers who rely on Houston’s Number One 
The Chronicle . . 


Newspaper... 


5 

The South's 

Effective 

Buying 

Income 
1. HOUSTON .. .$319,269,000 3 
ks vss 297,042,000 : 
3. Louisville . 288,497,000 
4. New Orleans. . .286,929,000 
S. Atlente ..... 250,250,000 
6. Memphis . 236,972,000 
7. San Antonio . 203,286,000 
8. Birmingham . 198,105,000 
9. Fort Worth... 175,338,000 
10. Nashville . 169,399.000 


. for selling their 


merchandise, are enjoying profitable business from 


this rich market. 


THE HOUSTON CHRONICLE 


LEADS THE STATE IN NATIONAL ADVERTISING 
FIRST IN HOUSTON—IN EVERYTHING 
THE BRANHAM COMPANY 


R. W. McCARTHY 


Manager National Advertising 


FIRST IN CIRCULATION 


AND ADVERTISING 


National Representatives 


FOR OVER A QUARTER CENTURY 


presented with a trout lure. 


BOSTON CLUB CARRIES COALS TO NEWCASTLE _ 


Mrs. Osa Johnson, noted explorer, visits Advertising Club of Boston and is 
She will address the club May 17. 


attend a group meeting, where the 
basic purpose of the advertisement 
is defined concisely. This, Mr. 
Downs said, gives each individual in 
the department a clear idea of what 
the copy is expected to do and of 
his own part in preparing it. 


Counsel of FTC 


Gives Warning 
for Drug Copy 


Chicago, April 22.—Vigorous appli- 
cation by the Federal Trade Com- 
mission of the new powers granted 
it through passage of the Wheeler- 
Lea bill was predicted today by Wil- 
liam T. Kelley, chief counsel of the 
FTC. Mr. Kelley addressed a final 
session of the conference staged 
here this week by drug manufac- 
turers and wholesalers. 
Drug and cosmetic advertising, he 
indicated, was due for a thorough 
scrutiny because deceptions in this 
field affected not only the consum- 
er’s pocket nerve and pride but his 
health as well. 
“It is well known,” he said, “that 
not only has the public been de- 
frauded of millions of dollars an- 
nually, but health has been placed in 
jeopardy by false claims for nos- 
trums, harmful in themselves, or 
harmful because they led to delay 
or neglect of scientific treatment, or, 
most despicable of all, because the 
sufferer for whom there was no hope, 
has been given false hope and often 
led to give up his last dollar.” 
Truth in advertising, Mr. Kelley 
said, was clearly now one of the leg- 
islative policies of Congress. ‘“Con- 
gress,” he added, “intends to brook 
no temporizing by those who have 
had, or have, the purpose to profit by 
exploiting the public and endanger- 
ing its health by deception. It has 
confidence in the Federal Trade Com- 
mission to carry out its will.” 
Equally emphasized by Mr. Kelley 
was his belief that the law was not 
one of interference with or regimen- 
tation of business. 
“It is clear,” he said, “that Con- 
gress intended that legitimate busi- 
ness should not be handicapped in its 
operations any more than was rea- 
sonably necessary.” 
Mr. Kelley refuted claims that the 


FTC was likely to seek further in- 
creases in power than those now 
granted it. This was not a logical 
argument, he said, inasmuch as the 
FTC has been given additional 
powers on but three occasions in its 
24 years of existence. These included 
administration of the Securities act 
for a short period; the Webb-Pom- 
erene law regarding export competi- 
tion, and the Robinson-Patman act, 


Small Stores Ask For 


Guidance on Budget 
How the advertising budget should 
be apportioned among various media 
and how display problems should be 
handled are chief points of guidance 
sought by smaller stores in the de- 
partment, dry goods and specialty 
store field, according to National Re- 
tail Dry Goods Associations, New 
York. 

The need for this type of data was 
discovered during the course of a 
survey conducted by the newly 
formed Bureau of Small Stores of the 
NRDGA. 


Delaney Promoted 

James J. Delaney has been ap- 
pointed vice-president in charge of 
sales by Bigelow-Sanford Carpet 
Company, New York. Philip F. O'Neil 
has been named sales manager, and 
John J. Kenny has been appointed 
secretary to succeed Mr. Delaney. 
H. V. Campbell has resigned as vice- 
president after 38 years of service 
with the company. 


dvertising secured for 
ONE-TIME publications 
of prestige. 


$1,188,437.50 recently 
obtained in advertising and sale 
of copies on one edition. 


$217,638.40 secured in 
advertising on another edition. 


John B. Gallagher Company 


Greenwich, Conn. | 
Tel, Greenwich 47/4 | 


A NATIONAL SALES ORGANIZATION 
28 years of satisfactory servie® 
to the larger daily newspapel® 
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Men ¢ Men # 
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Jackson, Michigan Elks 


members of the 1,365 lodges. 


them through the pages of the 
Elks Magazine—A B C—50 East 


Michigan Ave., Chicago. 


AO determine the truck ownership, a prominent manufacturer 
of trucks asked us to make a survey of the members ° 


Among the 517 members, we found that they owned 782 
pleasure cars and 370 trucks. This in only one lodge and only 517 


A prosperous market able to buy what you have to sell. 


lodge. 


A mighty market, socially minded. 
Reac 


Magazine they own and read—The 
42nd St., New York City—307 N. 
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48,000,000 individual sales! That’s the amazing record 
established by Simplicity—a magazine designed not to 
entertain but to SELL! 

Every month this fashion magazine is read from cover to 
cover by more than 8,000,000 women . . . the biggest 
women’s circulation ever assembled by any one publica- 
tion. From its pages last year, these women selected and 
BOUGHT 48,000,000 dress patterns. 

That’s why leading department and chain stores all over the 
country buy and distribute Simplicity. These shrewd mer- 
chants know it results in immediate and traceable SALES. 

What Simplicity has done for patterns, it can also do 
for food produets . . . drugs. . . cosmeties—anything that 


8 MILLION SALES 


LAST YEAR .. 
from this magazine! 


all women need and buy. Its 8,000,000 women readers are 
home-makers, women with husbands and children and 
homes to look after—and BUY FOR. 

They can get Simplicity only from their local department 
and chain stores. Which means they live in and around 
your best markets—in America’s richest trading centers, 
where your competition is keenest. 

Here’s your chance to reach your biggest volume 
market—to get your message over to 8,000,000 women in 
one impact, through their favorite magazine, when they're 
out shopping. 

Why not find out more about Simplicity, and what it can 
do for your sales? Write for sample copy and rates. 


MAGAZINE 
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Price Maintenance of 


Radios Killed in N. Y. 


New York, April 20.—Price main- 


} 


the trouble to reduce the fictitious 


tenance received two stiff jolts this | retail prices prescribed by their con- 


week, when a court of 
claimed the “collapse” of the Feld- 
Crawford fair trade act insofar as 
the radio receiver industry is con- 
cerned, and food manufacturers re- 
iterated their opposition to issuance 
of fair trade contracts despite the 
nation-wide prevalence of price cut- 
ting in the grocery field. 

In upholding the right of retailers 
to sell radios at any prices they de- 


sire, State Supreme Court Justice 
Patterson called attention to the 
abuses resulting from “so-called 


trade-in allowances,” and placed the 
blame for the failure of the fair 
trade act squarely on manufacturers 
and distributors. General economic 
conditions and the advent of new 
models which rendered older models 
“unmarketable at anywhere near the 
price as fixed,” have all contributed 
to the “chaotic and demoralized con- 
dition of the industry,” the judge 
declared. 


Court Blames Producers 


“Then, too, the manufacturer has 
contributed greatly to the present 
condition,” he added, “by greatly re- 
ducing the cost price to the retailer 
without in turn reducing the price 
for which the retailer can sell. Man- 
ufacturers have made reductions up 
to 30 per cent in the wholesale price 
of radios to dealers, but did not take 


| 


law pro-/ tracts. 


“It would seem that the collapse 
of the retail radio price structure 
and the general disregard of all list 
prices since the promulgation of the 
contracts in question has made sell- 
ing at competitive levels an _ eco- 
nomic necessity,” the court con- 
cluded. 

Commenting on the decision, Bond 
Geddes, general manager, Radio 
Manufacturers Association, compris- 
ing 125 of the country’s leading set 
makers, declared that the breakdown 
here “is just another instance of 
what has happened in other states.” 
He added that “price maintenance is 
not sound economics; we can’t legis- 
late price and shouldn’t attempt to 
do so.” 

W. H. Ingersoll, ardent advocate 
of price maintenance, who has been 
advising local radio and electrical 
dealers on fair trade questions, said 
that plans are under way for stronger 
contracts for the 1939 season. The 
trade recognized as long ago as last 
December, he said, that conditions 
were chaotic. Closer cooperation of 
manufacturers will be sought, he in- 
dicated, with respect to both con- 
tracts and enforcement. 

The price-cutting situation in the 
food industry was analyzed at a 
meeting of the merchandising com- 
mittee, Associated Grocery Manufac- 


turers of America, Inc. Paul S. Wil- 
lis, AGMA president, expressed the 
ndustry’s viewpoint in the following 
terms: 

“There are many obvious, practical 
reasons why the manufacturer 
doesn’t use fair trade laws. In the 
first place, these laws operate on a 
voluntary basis which makes their 
use optional with each manufac- 
turer. It has been the experience of 
manufacturers, where they estab- 
lished resale prices, that such action 
was welcomed by the dealers. In a 
short while, however, manufacturers 
found that their products remained 
nicely price-fixed on the shelf, while 
competitive brands were price-fea- 
tured. 

“If the law established a standard- 
ized resale price effective simultane- 
ously upon all competing brands, 
that would be one thing; but the 
Tydings-Miller act specifically says 
that manufacturer cannot cooperate 
with manufacturer to establish 
prices. This being so, it is natural 
that a manufacturer is reluctant to 
price-fix his products, while his com- 
petitor’s products remain price-free.” 

Enactment of an unfair sales act, 
patterned after the model bill pre- 
pared by the National Food and Gro- 
cery Conference, which would set a 
“floor price, below which dealers can- 
not legally sell,” is the most effective 
curb on price-cutting, Mr. Willis be- 
lieves. 

The price-cutting wave was attrib- 
uted by Mr. Willis to the fact that 
dealers, particularly the larger ones, 
are geared up to do business on a 
volume basis; and in areas where 
super-markets have been opened, 


business has been taken away from 


Hundred 
day city 


Atlantic City has 16,000,000 
visitors every year, and right 
now “The Nation's Play- 
ground” is keyed up for the 
biggest year in a decade. 
Everything points that way. 


Maxwell Boardwalk Displays 
Are Dominantly in Sight 
Every Day and Every Night | 


Maxwell 


Write for poster, paint or spectac- 
ular electric displays now available. 


y The R.C. Maxwell Co. Trenton NJ | 


apolis bent on recreation, 
leisurely absorbing every- 
thing in sight. 


reach these millions with 100 
percent seeing, reading, ab- 
sorbing value, yet at a cost 
that makes the circulation per 
dollar anew experience in Na- 
tional advertising economy. 


400,000 Thronged 
The Boardwalk! 


This one-day count (April 17) 
was made by Atlantic City’s 
Chamber of Commerce. Four 


Thousand!-—a one- 
the size of Indian- 


Boardwalk Displays 
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Lambert Pharmacal Company is giving 

the strongest advertisement of them all 

a return engagement in newspapers and 
magazines. 


established dealers and to that ex- 
tent has split up the regular volume 
of business. General conditions have 
accentuated these factors, he added. 


JOBBER CONTRACTS 


Wee )3—sC« VOID IN WISCONSIN 
Milwaukee, April 18.—About two- 
thirds of all existing fair trade con- 
tracts in Wisconsin are void, accord- 
ing to a decision made Saturday by 
Circuit Judge Gustave G. Gehrz. In 
a suit brought by three liquor stores, 
Judge Gehrz held that a manufac- 
turer’s right to make price mainte- 
nance contracts may not, under the 
Wisconsin law, be delegated. 

Of 111 manufacturers establishing 
minimum prices under the state act, 
only 32 made contracts direct with 
the retailer, the other 79 relying on 
the wholesaler, according to a cur- 
rent analysis. 


GILLETTE TO APPEAL 


ADVERSE N. ¥. RULING 
Chicago, April 21.—Gillette Safety 
Razor Company will appeal from the 
New York court decision refusing it 
an injunction against a price-cutting 
jobber, a representative of the com- 
pany told druggists and wholesalers 
who opened their annual spring con- 
ference here today. He added, how- 
ever, that Gillette does not expect to 
win. 

The court held that the company’s 
policy of offering dealers display 
and promotion discounts nullified 
the benefits conferred by the act. 

The Gillette spokesman said the 
company directs its complaint 
against a situation which makes such 
a decision possible, rather’ than 
against the court which gave it. 

Under questioning from the floor 
he said that prices to both wholesal- 
ers and certain retailers had been 
equal or nearly so. The additional 
factor involved, he said, was the pro- 
motional allowance offered the re- 
tailer, but it is Gillette’s contention 
that this discount is for a special 
service rendered and should not be 
considered in connection with the 
actual purchase price. 


Set May 19 for Spring 
Insurance Meeting 


ing of the Insurance 
Conference. Hotel Roosevelt, 
York, will be the scene. 
ers of 


New 


appointed as follows: 

Ray C. 
Company; C. J. Patrick, U. S. 
ity & Guaranty Company, Baltimore; 


Bryn in San Francisco 


Hollingbery in Atlanta 


George P. Hollingbery 
radio station representative 
offices in Chicago, New York, Detroit 
and San Francisco, 


Atlanta. 


May 19 was selected last week as 
the date for the annual spring meet- 
Advertising 
Two speak- 
national prominence will be 
selected by a convention committee, 


Dreher, Boston Insurance 
Fidel- 


W. L. Lewis, Agricultural Insurance 


Company, Watertown, N. Y¥.; and 
Charles E. Crane, National Life of 
Vermont. 


Oscar M. Bryn, for 12 years art di- 
rector and vice-president of Erwin, 


Wasey & Co., Ltd., Chicago, has 
joined the executive staff of Bowman, 
Deute, Cummings, Ine., San Fran- 
cisco. 


Company, 
with 


has opened a 
Southern office in the Walton bldg., 


State Renews ; 


Milk Contract 
with Mathes 


Albany, April 20.—J. M. Mathes, 
Inc., New York, was awarded the 
contract for the 1938-39 state milk 
advertising campaign, it was an- 
nounced here today by Holton y, 
Noyes, commissioner, New York 
State Department of Agriculture and 
Markets. The agency has handled the 
account since 1935. 

In renewing the contract with 
Mathes, Commissioner Noyes pointed 
out that when this agency first ob- 
tained the account, milk consump. 
tion in the New York metropolitan 
area was in its fifth year of decline. 
“The modern appeals which they 
applied to advertising milk have un- 
doubtedly made this campaign an im- 
portant factor in reversing the down. 
ward trend of consumption and re. 
placing it with an accumulative gain 
of 200,000,000 quarts since August, 
1935,” he said. 


Eight Make Bids 


Presentations to the department's 
technical advisory board were sub- 
mitted by eight other agencies. Two 
of them, Chester H. McCall Company, 
and William H. Rankin Company, 
both of New York, were recommended 
along with Mathes for final selection 
by the commissioner. 

An estimated $260,000 will be 
spent during the campaign, which 
will start by May 1, much earlier 
than __ heretofore. Commissioner 
Noyes said he expected this promo- 
tion to prove a stabilizing factor in 
the present disturbed condition of the 7 
milk market. 4 

J. M. Mathes also received the ad- 
vertising contract for New York 
State Fair, to be held in Syracuse, 
with an appropriation of $21,200. 


Greenwood to WHAI 


Lee S. Greenwood, head of Lee S. 
Greenwood Associates, Springfield, 
Mass., has been appointed commer- 
cial manager of Station WHAI, 
Greenfield, Mass., which will open 
about May 1. 


EOPLE like photographs in adver 
because they know they are real 
say things quickly. 
PHOTOMATS, the newest baby 0! mo 
vertising world, brings a hundred 
mats of eye-arresting, attention getters - 
lines of business for $5 per month. ts 
Print Plan for those who cannot us? 


Write for FREE Proofs and Trial offer 
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ADVERTISING AGE : 7 
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Buying Power Per Capita Means 
Results Per Advertising Dollar 


It costs less to advertise and merchandise in a market of high individual buy- 
ing-power. To get your quota, you have to sell fewer people. You have to 
reach fewer people with your advertising. 


Newspaper circulation has a higher potency, yet costs no more per reader. 


1 New York 
2 Washington 


When you advertise in the Dallas market you tap more potential sales, for 
every thousand copies of The 


News and The Journal, than 


DALLAS-— 
Sth 


in any city of lower buying- 


- power. 


DALLAS == 


os 14th =< 


DALLAS 
25th 


: In the Front Rank 


When it comes to buying-power per 
capita, only four cities in America 
lead Dallas. Judged by any economic 
standard, here is a front line market, 
but in individual customer-value it 
wins a near-championship from a 
whole flock of bigger towns. Statis- 
tics are from “Sales Management’s” 
Survey of Buying Power for 1938. 


COUNTY 
Effective Buying 
Income per 
Family 
(Counties with cities of 100,000 ,op or moxe) 


CITY 
Retail 
Sales 


CITY 
Wholesale 
Sales, 


Capita POPULATION 


American Business: Conditions As Reported by 
Four Leading Analysts 


A Bang-Up Market — errs re. Ay 
Two Bang-Up Media (= ue aig 


You can do a thorough advertising job in the Dallas mar- ; 
ket with two newspapers. The Dallas Morning News is 


your logical first choice, The Dallas Journal rounds out 


your picture in the evening. Compare costs—coverage— a= 
qualities, and you will find these the best buys. 


This is a composite of four of the best known market maps published last month 
(March). They are United States Chamber of Commerce, Dun & Bradstreet, Inc., Brook- 
mire (Showing income, first six months 1938), ‘Retailing’? (Based on Federal Reserve 
Board’s retail sales reports). Only two areas in the United States showed “white’’ or 
“best”? on all four maps. One was the area around Dallas, the other was the strip along 
the Texas Gulf Coast. 


THe Dattas Morninc News 
THe DALLAS (EVENING) JOURNAL 


Texas ‘Major Market’? Media John B. Woodward, Inc., Representatives 


nee The Semi-Weekly Farm News, The Texas Almanac and State Industrial Guide, Radio Station WFAA 
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‘Little Man’ 
Today’s Buyer, 
Says Boulware 


New York, April 20.—Much-publi- 
cized “little business” is providing 
the bread-and-butter for the air con- 
ditioning industry these days, L. R. 
Boulware, vice-president, The Car- 
rier Corporation, Syracuse, told the 
Sales Executives Club of New York 
today. 

“It’s the big fellows, with a few ex- 
ceptions, who are scared today,” said 
Mr. Boulware. He said his experi- 
ence indicates that depression busi- 
ness comes from individual buyers 
who can personally authorize mod- 
ernization expenditures without re- 
quiring approval by a superior board 
or committee. A renewal of large 
purchases is expected this fall, or 
next fall at the latest, he added. 


Veterans Best Salesmen 


“People who say that a new and 
popular industry like air condition- 
ing has no marketing problem are 
mistaken,” according to the Carrier 
executive. He pointed out that 
“although every enclosure is our mar- 
ket and every individual our pros- 


EVERY ONE in America who 


newspapers. 


Street reads the stock tables. 


sensational homer. 


That accounts for the daily consumption of 
41,000,000 copies of newspapers by the Ameri- 
can people—more copies than there are families 


in the United States. 


It’s this deep-rooted and vital interest in 
fresh news that makes a newspaper like The 
Detroit News the logical medium for selling 


goods. 


For people are necessarily affected by news 
about clothing, furniture, drugs, electrical ap- 
pliances and whatever people live by or enjoy. 
You can keep your sales story in The Detroit 
News before an ever-interested audience. 

The Detroit News, moreover, will carry your message 
into more homes in the Detroit trading area than any other 


Its city circulation is 76% bhome-delivered by ex- 
clusive News carriers. Total circulation week-days, 321,336; 


newspaper. 


Sundays, 376,778. 


And they read them daily. 


The farmer scans the commodity table with 
as much avidity as the office worker in Wall 
Today’s home 
run, the vicarious thrill of which is felt by 
millions, when described on the sport page, 
cannot wait until some one has hit still another 


pect,” definite efforts must be made 
to sell those prospects best prepared 
to buy. 

Mr. Boulware declared that air 
conditioning is 95 per cent engineer- 
ing and 5 per cent salesmanship and 
is therefore unlike most other indus- 
tries. With engineering so impor- 
tant, and particularly during re- 
trenchment periods, the selling end 
of the business is best handled by 
old, experienced salesmen who know 
the product thoroughly and are cog- 
nizant of the overwhelming impor- 
tance of the engineering factor, he 
said. 

Mr. Boulware denied that the cost 
of home room coolers, now priced at 
$400, could be substantially reduced 
through mass production. “These 
units contain six times as much ma- 
chinery as a refrigerator, and their 
price can never be lowered to a com- 
parable level,” he said. 


Supplee Advanced 


Henderson Supplee, Jr., formerly 
general manager of the ice cream di- 
vision, has been named president of 
Supplee-Wills-Jones Milk Company, 
Philadelphia, succeeding Frank A. 
Wills, who remains chairman of the 
board. Clifford E. Frishmuth, for- 
merly sales manager of the ice cream 
division, succeeds Mr. Supplee as gen- 
eral manager. 
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STRIKE-BOUND 
PHILADELPHIA 
SEES NEW SHOW 


67 Manufacturers in ‘Made 
in America’ Move 


Philadelphia, April 21.—A strike of 
warehouse employes which halted de- 
partment store deliveries, cooperative 
employment of advertising by the 
stores involved, and a new “Made in 
America” campaign in one of these 
establishments were features of a 
hectic week in the City of Brotherly 
Love. 

The warehouse employes, affiliated 
with the American Federation of La- 
bor, proved as keen opportunists as 
their brothers of the CIO. They 
picked the pre-Easter bustle as the 
time to make their demands for an 
immediate pay increase, with another 
to follow in September. Gimbel’s, 
Lits, Snellenburgs and Strawbridge 
& Clothier promptly declined, though 
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Plaque awarded by Sales Managers 
Association of Philadelphia April 25. 


they made a counter offer of arbitra- 
tion, which was rejected. 

The four stores promptly began 

the use of full-page space in local 
newspapers to win public sympathy 
and the union retaliated by calling 
strikes of shoe clerks and other 
unionized employes. The department 
stores rested their case largely on 
newspaper editorials which they re- 
produced with the assertion that “‘the 
press of America is the most inde- 
pendent in the world. It enjoys the 
confidence of readers because collec- 
tively it represents their attitudes.” 
The editorials represented the Bulle- 
tin, Ledger, Inquirer and News, all 
emphasizing the displeasure of the 
public at the demands of the union 
in the midst of a depression and a 
new sales tax. 
Wanamaker was unaffected by the 
strike, as its contract has some time 
to run. It refrained from capitalizing 
the troubles of the competing stores, 
however. 


New “Buy America” 


In spite of picketing by striking 
workers, Strawbridge & Clothier’s 
store was thronged by visitors to ex- 
hibits staged by 67 manufacturers in 
a “Made in America” campaign. John 
B. Stetson Company, John Lucas & 
Co., Robert Reis & Co., and others 
of the same calibre were represented. 

Most of the visitors signed a regis- 
ter in the form of a petition promis- 
ing to use only merchandise made in 
America. They received a red, white 
and blue button, symbolic of member- 
ship in the “Made in America Club.” 
No indication was given as to which 
nation the campaign is directed at. 
The show was heavily advertised in 
the newspapers. 


Agency for Liebmann 


Liebmann Breweries, Inc., Brook- 
lyn, N. Y., brewer of Rheingold beer 
and ale, has appointed Lord & 
Thomas, New York, to handle its ad- 
vertising. Newspapers, outdoor and 
radio will be used to cover the ter- 
ritory from Maine to Florida. Ste- 
phen M. Kényon is account executive. 


Issue Time Calendar 


National Broadcasting company 
has prepared a radio time-buyers’ 
calendar, which indicates at a glance 
the termination date of any contract 
placed for 13, 26, 39 or 52-week 
periods. The guide is 9 by 12 inches 
in size, printed in two colors on card- 
board. 
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Stock Exchange 
Says Word for 
Honest Broker 


Chicago, April 21—With the onee 
honored Richard Whitney now ip 
Sing Sing and the allegedly fraudy. 
lent operations of a local brokerage 
house creating page one news as it 


collapsed, the Chicago Stock Hy. 
change yesterday made its firgt 
venture into advertising to re 


mind Chicagoans that in spite of 
these scandals, few if any brokers 
now operate within the shadow of 
prison walls. 

Sidney Perry, assistant to the 
president of the exchange, said that 
this advertisement might be a fore 
runner to a longer and more com. 
prehensive campaign. 

“We have been considering such 
a campaign for some time,” he ex. 
plained. “We hope that the reaction 
to this copy will prove a satisfae. 
tory guide to our future plans.” 

Using the financial pages of all lo. 
cal papers, the Stock Exchange ig. 
sued “An Open Letter to the Public,” 
and took a leaf from the Better Busi. 
ness Bureau with its warning, “In. 
vestigate—Before You Invest.” 

Current copy emphasized that the 
man or woman in the United Stateg 
who now wishes to buy or sell se 
curities is better protected against 
possible loss by failure than hag 
ever been true in any modern 
country at any time. 


Urged to Investigate 


The advertisement did not refer to 
current failures. It did assert, how- 
ever, that “a large part of the losses 
in securities in recent years is di- 
rectly attributable to the fact that 
those who have been victimized did 
not investigate the firm with whom 
they were dealing.” 

Emphasis was placed upon the 
usual reliability of investment 
houses, whether or not they are 
members of any exchange, and of the 
federal and state supervision exer- 
cised over them. A closing paragraph 
suggested that “before transacting 
business with a securities broker you 
do not know, ask your banker or 
consult the financial editor of some 
Chicago newspaper.” 

Albert Frank-Guenther Law was 
the agency placing this copy for 
the exchange. 


Plan Source Bureau 

Designers for Industry, Inc., has 
completed initial plans for establish- 
ment of a technical and commercial 
information bureau in International 
bldg., New York. Services of special- 
ists in all industrial divisions as well 
as a wide variety of printed informa- 
tion will be offered free when the bu 
reau is completed. 


K-W Agency Starts 
K-W Advertising Company, Jack 
sonville, Fla., has been organized by 
R. N. Walker, A. G. Koren and I. L. 
Walker to conduct a general adver 
tising business. 
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Dealer Identification 
x Signs Erected 


Nationally 


[ne Consult us when planning toferect point-of- 
purchase identification signs or Highway 
units. Flat rate, no crating, 
warehouse charges. 
Maintenance and erection service only- 
do not manufacture. 


Write, wire or phone for details. 
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ROTO SECT 


ROTOGRAVURE LINEAGE CHART ® @ During the past five years of spotty recovery, rotogravure has 


conclusively proved its worth to advertisers by enabling them 


| to shun sluggish markets and concentrate in active ones. As a re- 

sult, each year has seen advertisers allot larger portions of their 

budgets to rotogravure . . . until today, as the accompanying 

chart shows, they are investing 100% more of their advertising 

| , appropriations in roto than they did 5 years ago. What results 

q * you could expect by using more space in rotogravure are in- 
353637 3 


he * ae ‘34 dicated by the case study on the following page. 
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Mr. H. J. Lance, of Grocery Store Products Sales 


Co., Inc. says: "This past Fall, rotogravure was 
used exclusively for Jacobs Mushroom advertising, 
because it permitted a bulking of our advertis— 
ing effort in urban centers, where distribution 
and sales of mushrooms are best. In addition, 


however, rotogravure gave a practical advantage 


| 


Mmmm 
Sothered in Mushrooms” 


... With their full, 
delicious flavor sealed 
in as fast as they’re picked! 


ACOB Fresh-Canned Mushrooms are packed within 3 hours of picking 
.. when they're plump, tender and just bursting with flavor. They're 
actually 6 to 36 hours “fresher” than the “market” kind! And you have 
none of the old-time bother of trimming, washing and preparing. Because 
there's no waste, a single 8-ounce can equals a full pound of the “market” 
hind. Don’t miss mushrooms any longer. 
You can afford to have them often now ... 


Pa and why not start tomorrow! 
- COPR. 1937 GROCERY PRODUCTS MFG. CORP. 
eur } 


Plump 
Tender 
Bursting 


WITH 


Flavor! 


MUSHROOMS 


Packed within 3 hours of picking...and all ready to use! 


OTUING wakes up a Monday appetite like mushrooms! And to- 
morrow you can order them from your grocer all ready to use—no 
trimming, washing or preparing. And so fresh! Packed with their fullest 
flavor ax fast as they're picked . . . 6 to 36 hours “fresher”, in fact, than 
“market” ones. And because there's no waste—no blemishes —no trim- 
- ming, an 8-ounce can equals a full pound of 
a _ the “market” kind. Give the family this 
surprise “treat” tomorrow! 


COPR, 1937 GROCERY PRODUCTS MFG. Corr, 


HOTHOUSE-GROWN 


by making possible good reproduction of attrac- 


tive dishes made with mushrooms. 


"Sales for the last quarter of 1937, during 
which the advertisements appeared, showed a def- 
inite increase in the cities where the rotogra— 
vure campaign ran. All indications show that it 


did its job effectively." 


@ For advertising such commodities as foods — in whose purchase 
the whole family has a voice, rotogravure sections have proved 
themselves one of the most effective of mediums. 

They make it possible for you to dovetail your advertising with 
your distribution .. . local, spot, or national. They permit you to 
use appetite whetting photographs with the full assurance of 
perfect reproduction. And, most important of all, they give you 
the certainty that your message will be delivered to a greater 


s 


number of men as well as women readers. 


For in the Gallup study of Sunday newspapers sponsored by | 


the Kimberly-Clark Corporation it was proved that the percentage 
of men and women who read anything, advertising or editorial, 
anywhere in the newspaper averaged almost twice as high for 
rotogravure as for all other sections. 

Such reader interest makes rotogravure one of the most effec- 


tive and low cost mediums for food advertising. 


NEW YORK 
122 East 42nd Street 


CHICAGO 
8 South Michigan Avenue 


LOS ANGELES 
510 West Sixth Street 
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HicH WAGE AND 
10W EFFICIENCY 
PAUSE OF SLUMP 


Or. Moulton Addresses Chi- 
cago Federation 


Chicago, April 19.—The Chicago 
Federated Advertising Club today 
heard Dr. Harold G. Moulton, presi- 
dent of the Brookings Institution, 
pluntly assert that the most that 
business can expect from the new 
government spending program is a 
slight pick-up in consumer goods de- 
mand. 

Discussing the “Effect of Wages 
and Prices on the American Stand- 
ard of Living,” Dr. Moulton found 
little ground for optimism in the 
present situation. The chief draw- 
back, he said, is an unreasonable 
relationship between wages and 
prices. “Reduced wages,” he de- 
elared, “are the only means of in- 
creasing the real wage of the 


worker.” 
Thus any stimulation resulting 
from government spending, as 


called for last week by President 
Roosevelt, would be but temporary 
and would not actually contribute to 
a sound basis for real prosperity. 

Dr. Moulton, who in the past has 
emphasized the need for a check on 
rising prices, today devoted much 
time to wage trends since 1934 and 
their effect upon prosperity. The 
present decline, he asserted, is due 
chiefly to an increase in general 
hourly wages without a correspond- 
ing increase in productive effi- 
ciency. 


Lesson in Economics 


‘From early in 1934, until the 
third quarter of 1936,” he _ said, 
“wages increased while prices held 
fairly stable. Productive efficiency, 
however, increased at about the 
same rate as wages. This general 
rise in prosperity which continued 
until 1987 was brought about by 
lower unit costs resulting from 
greater productive efficiency; great- 
er purchasing power resulting from 
more wages, and increased profits 
resulting from more sales.” 

In 1937, he continued, the rise in 
wages outstripped the increase in 
productive efficiency, making price 
advances necessary and contribut- 
ing to the first steps in a general 


: decline, 


This lack of a corresponding in- 
crease in productive efficiency was 
set forth by Dr. Moulton as a fac- 
tor—often overlooked—which must 
be corrected before real prosperity 
can be obtained. 

He declared that the current busi- 
ness decline cannot be ascribed 
either to lack of purchasing power 
or to a decline in government spend- 
Concerning the former, for ex- 
ample, he pointed out that there was 
a 16 per cent ‘increase in average 
hourly wages between the third 
quarter of 1936 and the second quar- 
ter of 1937, During this period, he 
added, output per man-hour declined, 
While prices advanced, although not 
a much as did wages. 


Basic Conditions Differ 


_ Nelther can the present govern- 
‘nt spending program be com- 
he to that started in 1934, Dr. 
“oulton declared. The 1934 pro- 
ag came when the nation already 
se on the way up, he said. It also 

vided for a quicker and larger 


*XPenditure tha 
eae n the present pro- 


oe , present depression was 
igher »y an attempt to attain a 
Possible Wase than is economically 
resulted ; Dr. Moulton said. “This 
e team an actual lower weekly 

y wage per worker. Na- 


tional ; 
“ny ‘ncome dropped and there 


ie decline of approximately 50 
ent in stock market values.” 
ates, which are now near- 


© 1937 peak, must be re- 
together 
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ASKS PAY CUT 


Dr. Harold G. Moulton 


taxes, Dr. Moulton asserted, in or- 
der that the basic factors of pros- 
perity may be placed in proper 
alignment again. 

Prosperity in the past, he con- 
tended, has always come as a result 
of increased productivity. To ele- 


vate the standard of living there 
must be a constant acceleration of 
technical advances and of manage- 
ment-labor efficiency. 

Wages, he warned, cannot be in- 
creased at the expense of profits, 
chiefly because most companies op- 
erate on a narrow margin of profit. 

“Anyone who says now that wage 
rates must be maintained,’ Dr. 
Moulton asserted, “is no true friend 
of labor. This of course applies to 
general and not specific instances.” 


American Airlines 


Offers New Service 


American Airlines, Inc., Chicago, 
has completed an arrangement with 
Airlines Charter Service which adds 
more than 2,000 cities to the 247 now 
served by scheduled airlines. 

The passenger wishing to fly to a 
city not on a scheduled route may 
now make all arrangements at offices 
of American Airlines. Likewise, a 
passenger located in a city not 
served by commercial planes may 
take an ACS plane to the nearest 
point on a regular route. 


To Sponsor Preakness 


For the third successive year, 
American Oil Company, Baltimore, 
will sponsor a broadcast of the 
Preakness May 14 over a National 
Broadcasting Company network of 
29 stations. 


March Display 
in Newspapers 
Declines 15.8% 


New York, April 21.—Total display 
advertising published by newspapers 
of 52 cities in March aggregated 
85,514,383 lines, according to the 
monthly tabulation of Media Records, 
Ine. This is a decline of 15,987,134 
lines, or 15.8 per cent from the 101,- 
501,517 lines of display carried in 
March, 1937. 

Classified advertising, not included 
in these totals, declined only 5 per 
cent from March, 1937, the total for 
March, 1938, being 23,404,462 lines. 

Automotive advertising showed the 
smallest decline, 6.1 per cent, of any 
display classification. Current auto- 
motive linage was 5,080,783, com- 
pared with 5,413,048 in March, 1937. 

General advertising suffered a 
sharp loss, amounting only to 17,544,- 
249 lines, compared with 24,405,726 
in March, 1937, the drop being 6,851,- 
477 lines, or 28.1 per cent. 

The decline in financial linage was 
19.7 per cent, with 1,918,341 lines 
used in March, 1938, compared with 
2,390,316 a year ago. 

The loss in retail display was 12.0 


per cent, with department stores 
using more than their normal pro- 
portion and showing a decline of 
only 7.5 per cent. All retail display 
amounted to 60,971,010 lines, with de- 
partment stores taking 26,578,462 
lines. The comparable 1937 figures 
are 69,292,427 and 28,721,996. 


“Unknown Skeletons” 
Makes Surety Copy 


Introducing its new “Discovery 
Bond” which affords insurance 
against past acts of employe dishon- 
esty not yet discovered, American 
Surety Company and its affiliate, 
New York Casualty Company, re- 
cently ran single insertions in 44 
newspapers from coast to coast. 

The campaign employed 420-line 
space to promote a booklet titled 
“Unknown Skeletons in the Business 
Closet.” Twenty business papers 
were also used. Albert Frank-Guen- 
ther Law, Inc., New York, was the 
agency in charge. 


Ingerson Elected 


Howard Ingerson, sales manager of 
the John Bean Mfg. Company, has 
been elected president of the Lansing 
Men’s Sales-Ad Club, Lansing, Mich. 
Other officers are Wayne Otis, vice- 
president, and Ron Williams, secre- 
tary-treasurer. L. E. Morden, Tom 
Young and C. Burlingham are direc- 
tors. 


A Remarkable Motion 
Picture on the Art of 
handling People.... 


based on actual incidents in the life of 


BEN FRANKLIN 


Young Ben Franklin didn’t have 
the knack of getting along with 


people. 


He was argumentative 


and opinionated. He was a poor 
speaker. But early in life he set 
up a few simple rules to guide 
him in his relationships with others 
. . . and they proved to be a tre- 


mendously big factor in shaping 


his illustrious career. 


e “SELLING AMERICA” e produced 
by the Jam Handy Organization, 
gives you these invaluable rules— 
and shows how they can be made to 
work as effectively for you and your 
salesmen as they did for Franklin. 


BE SURE TO HAVE YOUR SALESMEN SEE IT! 


Executives are invited to preview this sound motion picture and get rental prices. 


The JAM HANDY Organization 


(Jam Handy Picture Service, Inc.) 


Slidefilms - Talking Pictures - Sales Conventions - Playlets 
New York, 230 Park Avenue, MUrray Hill 9-5290 
Chicago, 35 East Wacker Drive, STAte 6758 


Detroit, 2900 East Grand Boulevard, MAdison 2450 
Hollywood, 7046 Hollywood Boulevard, HEmpstead 5809 
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Cooperatives JOINS DITTO seeciitens Soutiing eussneas aon WOULD IDENTIFY NEW LISTINGS 


Had ’36 Volume 
of $182,000,000 


New York, April 19.—Organized la- 
bor and church groups are “manifest- 
ing a lively and growing interest” in 
consumer cooperatives, according to 
the first census of the cooperative 
movement in the United States just 
completed by the Bureau of Labor 
Statistics, and announced here today 
by the Cooperative League of the 
U. 8. A. 

Describing the growth of consumer 
cooperatives as a “record of slow, 
quiet expansion,” the bureau said 
that in 1936 3,600 cooperative asso- 
ciations, with 677,000 individual 
members, handled purchases of con- 
sumer goods, with an annual volume 
of $182,685,000. A breakdown of this 
figure showed 2,400 cooperative store 
associations with 330,500 members 
and a business of $107,250,000; 1,150 
cooperative petroleum associations 
with 325,000 members and business 
of $69,985,000; and 50 other distribu- 
tive associations with 22,250 mem- 
bers and business of $5,450,000. 

Previous studies made by the bu- 
reau covered cooperative develop- 


Arthur Westphal, new qeneral sales 
manager of Ditto, Inc., Chicago. He 
comes from Marshall Field & Co., where 


he was personnel manager for five years. 


ment in 1920, 1929 and 1933. Although 
the figures for these three years are 
incomplete, the bureau’ estimated 
that in 1920 696 associations had 
196,352 members; in 1929, 1,577 asso- 
ciations had 287,641 members; in 
1933, 1,854 associations had 328,278 
members. 

The typical American cooperative, 
according to the report, has a mem- 


found almost wholly in the Missis- 
sippi valley. States with the largest 
number of cooperatives are Minne- 
sota, 224 associations and 64,000 
members; Wisconsin, 200 associa- 
tions and 51,000 members; Kansas, 
151 associations and 21,000 members. 
Seventy per cent of all consumer 
goods sold through cooperatives in 
1936 was concentrated in the North 
Central states. 

Analysis of 1,802 associations in 
1936 showed the following division 
and volume of business transacted: 
groceries, 259, $11,612,935; general 
merchandise, 194, $15,701,165; stu- 
dents’ supplies, 12, $1,884,310; fuel, 
56, $5,515,885; farm supplies, 322, 
$35,441,276; miscellaneous, 15, $872,- 
067; buying clubs, 79, $415,991; pe- 
troleum associations, 720, $50,781,102; 
distributive departments of market- 
ing associations, 132, $20,360,534; 
bakeries, 6, $595,680; creameries, 4, 
$2,954,121; water-supply associations, 
3, $18,352. 


Pearson to Cole 


Ben Pearson & Co., Pine Bluff, 
Ark., maker of bows and arrows, has 
appointed Cole & Co., as its agency. 
Lester Cole is account executive. 
General and boy’s magazines are 
scheduled. 


YES! 


VERY FRIDAY, a copy of Radio Times 
goes to more than 3,000,000 radio listeners’ 
homes in Great Britain. It carries a complete 


At the State Opening of Parliament, peeresses wear full evening dress at midday 


AND IN 3,000,000 HOMES 
IN ENGLAND, TOO! 


to-do homes. 


listing of all National and Regional programmes 


for the coming week. It is the only publication 


allowed to print in advance full details of the 


week’s broadcasts. 


The Radio Times is, therefore, 


whenever anyone 
the air.” 


it every day in the week... 


are still reading their issue ten days 


wants to know ‘‘what’s on 
Ninety per cent of its readers refer to 


sixty-five per cent 


ship unmatched by any other English publica- 
tion. Each issue goes to over 1,000,000 well- 


Leading American manufacturers are finding the 
Radio Times economical and effective in selling 


their products in England. If you are in the 


called for 


after re- 


ceiving it.* Thus, a single insertion in the Radio 


Times 1s a national campaign for a week. 
Radio ownership in England indicates good 

purchasing power. With a circulation larger 

than any of the great English national dailies, 


the Radio ‘Times also offers a 


Inde pe ndent survey, Mare h, 1937. 


Ford Motor Cars 


Kolynos Dental Cream 


quality reader- Kraft Cheese 


ing Corporation Publications, 


Chesebrough Vaseline 


Hoover Vacuum Cleaners 


British market, check the value of Radio Times. 


Ask your Agency for information, or write 
to: Advertisement Director, British Broadcast- 


Broadcasting 


House, Portland Place, W.1, London, England. 


Leading American products advertised 
in the RADIO TIMES: 


Libby’s 100 Foods 

Philco Radios 

Phillips Milk of Magnesia 
Pond's Creams 
Remington Typewriters 
Sun-Maid Raisins 


RADIO SPONSOR 
IN DAILY LOGS 


134 Newspapers Accept Plan, 
Says New Firm 


New York, April 21.—A plan to 
put radio listings in newspapers on 
a paid basis was announced today by 
the Lahey-Daly Company, with the 
statement that 134 newspapers in 
cities of 100,000 and over have al- 
ready established rates for such list- 
ings, while 151 others are pondering 
the question. The company expects 
to line up 225 newspapers, with an 
average circulation of 143,000 and an 
average rate per insertion of $1.29. 

The innocuous and uninformative 
radio logs now published by the ma- 
jority of newspapers would, under 
the new deal, be supplemented by the 
name of the product or sponsor in 
parenthesis. The parents of the new 
idea suggest that advertisers allot 
about 2 per cent of their radio bud- 
gets for this service. 

“The cost has been set by each pa- 
per at an amazingly low price for a 
complete insertion,” said the pros- 
pectus sent to advertisers. “In this 
respect the papers have waived rules 
controlling preferred position read- 
ing notices and minimum sized ad- 
vertisements.” 


Rates for Service 


The price established by the par- 
ticipating newspapers ranges from 
three to five times the open line rate, 
though below the rate for reading 
notices. The Lahey-Daley Company 
said it will clear all copy and render 
a single bill. Later, it is hoped, the 
additional copy will be released to 
newspapers as part of the regular 
press work of the networks. Spon- 
sors would be allowed to select one 
or more newspapers in any given 
city, according to their wishes. 

Newspapers which have agreed to 
participate in the plan, according to 
the Lahey-Daly Company, are as fol- 
lows: 


California—Los Angeles Examiner 
and Herald-Express; San _ Diego 
Union and Tribune; San Francisco 
Call-Bulletin and Examiner. 

Connecticut — Bridgeport 
Star. 

District of Columbia—Washington 
Herald, Times, Post, Star and News. 

Delaware—Wilmington News and 
Journal, 

Florida—Jacksonville Times-Union 
and Journal; Miami News. 

Georgia — Atlanta Georgian 
American, 

Illinois—Chicago American, Herald 
and Examiner, and News; Peoria 
Journal-Transcript and Star. 

Indiana—Fort Wayne Journal-Ga- 
zette, News-Sentinel; Gary Post-Trib- 
une; Indianapolis News; South Bend 
News-Times. 

Kansas — Wichita Beacon and 
Eagle. 

Maryland — Baltimore News-Post 
and American. 


Times- 


and 


Others to Participate 


Massachusetts — Boston American, 
Advertiser, Herald-Traveler, and 
Post; Lowell Courier-Citizen and 
Leader; Lynn Item and Telegram- 
News; New Bedford Standard-Times 
and Mercury; Springfield Union Re- 
publican; Worcester Telegram-Ga- 
zette, Post. 

Michigan — Detroit 
Times. 

Minnesota — Minneapolis Journal, 
Star, Tribune; St. Paul Dispatch and 
Pioneer-Press. 

Missouri — Kansas City Journal- 
Post. 

New Jersey—Camden Courier and 
Post; Jersey City Journal; Newark 
Call, Ledger, News; Paterson Call, 
News. 

New York—Albany Times-Union; 
New York Journal-American, Herald 
Tribune, Mirror, Post; Brooklyn 
Eagle; Syracuse Journal, American, 
Post-Standard. 

Ohio—Cincinnati Times-Star; 


Free Press, 


Co- 


A 


AFTERNOON 


1:00 
WEAF—Weather reports. 
WOR—Health talk. (*Borden’s Milk) 
WJZ—Farm and home hour. 
WABC—Betty and Bob, sketch; Betty 
Crocker, ‘‘Cooking.’’ (*Crisco 
WHN—Singin’ Sam. (*Oxydol) 


1:15 
WEAF—Vocal quartet. (*Lysol) 
WOR—Vocal ensemble. 
WHN—Piano recital. 
W MCA—"‘New Frontiers for Smart People."’ 
Dr. J. S. Thomas and Alfred T, 
Falk. (*Gold Medal Flour) 


1:30 
WEAF—Edward Davies, Ruth Lyon, vocal. 
ists (*Lyon’s Tooth Powder) 
WoOR—Pepper Young’s Family. 
WJZ—Sue Blake, sketch (*Horiick’s) 
WHN—Instrumental ensemble. 
1:45 
WOR—Voice of Experience (*Lady Esther) 
WMCA—Jacob 8. List, psychology. 


2:00 
WEAF—Music appreciation hour; Dr. Walter 
Damrosch, conductor, (*Steinway 
Hour) 
WOR—Kitty Keane, sketch. 


WJZ—Same as WEAF. 
WABC—Kathryn Cravens, talk. 
WHN—News. 
WMCA—Sketch. (*Camel Cigarettes) 


2:15 
WOR—Way Down East, sketch. 
WABC—The O'Neills. (*Ivory Soap) 
WHN—News. 
WMCA—Sketch. 


:30 
WOR—Houseboat Hannah, 
WABC—School of the Air. +f 
WHN—Dance music. (*Kremel Hour) 2 
WMCA—Grant orchestra, >, 


sketch. q 


2:45 
WoOR—Beatrice Fairfax, talk. 


3:00 
waar—fer yonure Family, 
*Pebeco) 
WOR—Women" s progra 7 
WIJZ—Sketch, ‘‘This Was a Man." 4 


sketch, @ 


How new plan is expected to work. 


lumbus Citizen; Dayton News. 
Oklahoma—Tulsa World. 3 
Pennsylvania — Erie Dispatch-Her- } 

ald; Philadelphia Bulletin, Pubdlicl 

Ledger, News, Record; Pittsburgh} 


Sun-Telegraph; Reading Eagles 
Times; Scranton Scrantonian, Trib-§ 
une. 

Rhode Island—Providence Tribune} 

Tennessee — Chattanooga News; im 
Memphis Press-Scimitar; Nashvilk§ 
Tennesseean. ; 

Texas—Dallas 
Worth Press, 


Fort® 
Hous: 


Dispatch; 
Star-Telegram; 


ton Chronicle, Press; San Antonio 4 
Light. a 
Washington — Seattle Post-Intellt § 

gencer. 


Wisconsin — Milwaukee Journal, q 
Wisconsin News and Sentinel. 


New Cleveland Agency 


Has Fifteen Accounts} 


Gregory Advertising, Inc., is thea 
name of a new Cleveland advertising § 
agency at 510 Citizens bldg. headed § 
by Miss Honor Gregory, formerly ae 
count executive of William Ganson 
Rose, Inc., Cleveland. By _ special 
agreement, the new agency is hat 
dling 15 of the accounts formerly™ 
serviced by Rose. 

Among the national advertisers Ig 
its list are Cleveland Cooperative 
Stove Company, manufacturer ¢@ 
Grand ranges; Bonne Bell, Inc., co#g 
metics, and Brush Development Com ™ 
pany, manufacturer of microphone ™® 
and headphones. ; 


“Shopping News” Debut & 

The New Britain Shopping News 
New Britain, Conn. has beel§ 
launched by Paul Sigel, H. T. Dick @ 
inson and Bernard Berman. Offices 
are located at 300 Main street. 
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Taxation and Merchandising 


Although it is agreed that high 
taxes impose a heavy burden on all 
business, and interfere with the de- 
velopment of maximum activities 
creating employment and wealth, 
not enough attention has_ been 
given to the brake which taxes fre- 
quently place on the sale of specific 
commodities, especially those in a 
definite price classification. 

Sales taxes, which are of course 
consumption taxes, necessarily limit 
the purchasing power of the popu- 
lation, laying unduly heavy burdens 
on consumers in the lower income 
brackets. Buying limitations thus 
imposed are likely to be particular- 
ly effective in interfering with the 
purchase of convenience goods, rep- 
resenting as they do the small lux- 
uries of the great majority whose 
margin for expenditures above the 
limit of necessities is exceedingly 
narrow. 

The enormous requirements of lo- 
cal governments for relief and other 
emergency purposes based on de- 
pressed business conditions have 
led to the application of more taxes 
on consumption than the country 
has ever known before. While 
these are often referred to as 
nuisance taxes, they are far more 
than that, and represent a deduction 
from mass consuming power which 
in the aggregate is extremely seri- 
ous. 

While some states and cities at- 
tempt to ameliorate the effect of 
consumption taxes by not applying 


them against small-unit purchases, 
many others collect the taxes in 
full, even to the last mill. Thus has 
come into being in many parts of 
the country the use of tokens rep- 
resenting fractions of one cent, so 
that the retailers can collect and 
pass on to the taxing authority the 
final impost squeezed from the pov- 
erty of the least able to buy. 

A few years ago Kentucky put 
into effect a sales tax on five-cent 
confections, which had the immedi- 
ate effect of reducing the sale of 
these goods. Some important ad- 
vertisers, including the William 
Wrigley, Jr., Company, noting the 
decline in sales which followed the 
institution of the tax, decided to 
discontinue their advertising in that 
market. Later the tax was _ with- 
drawn. 

Leading candy manufacturers, fol- 
lowing the suggestions of their na- 
tional association, are advertising at 
present, “Candy is a food.” In ad- 
dition to presenting an excellent 
sales argument, they are also set- 
ting the stage for effective resist- 
ance to taxes which might easily 
affect a large portion of the con- 
sumption of their products. 

Manufacturers selling goods at 
low unit costs to the mass con- 
sumer field should develop a defi- 
nite program for combatting the 
dangerous spread of consumption 
taxes which represent a real bar- 
rier to purchase by a large section 
of the consuming public. 


Costs Must Come Down 


In his frank and convincing talk 
before the Chicago Federated Ad- 
vertising Club last Tuesday, Dr. 
Harold G. Moulton, president of the 
Brookings Institution, discussed the 
economic dislocation which has fol- 
lowed too rapid advances in wages, 
unaccompanied by increased produc- 
tion efficiency, and therefore made 
at the expense of lower profits or 
higher prices to the consumer. 

The problem of reducing costs is 
definitely before industry as a 
means of giving consumers greater 
values and encouraging large-scale 
buying. While wage adjustments 
over a considerable industrial area 
may be required to bring costs and 
prices into proper’ relationship, 
there are many other industries in 
which increases, while substantial, 
have not been so great as to make 
satisfactory operations impossible. 


In these industries the require- 
ment is obvious: Products, meth- 
ods and equipment must be im- 
proved to a point which will enable 
the manufacturer to offer relatively 
better values than before. Adver- 
tising must acquaint the _ public 
with these values and the real op- 
portunities which they offer for 
profitable purchases. 

Though the fallacy that wage in- 
creases and increased consumer 
buying power are synonymous 
terms remains to be exploded— 
since wage earners represent only 
45 per cent of the consuming mar- 
ket—there is still room for many in- 
dustries to accomplish an effective 
adjustment of costs and _ prices 
which will enable them to continue 
aggressive and successful promo- 
tion of their products. 
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"No, not salesmen! 


Creditors, so our salesman can duck ‘em!" 


—Judge. 


It Can Be Done 


Chicago’s new Esquire Theater not 
only has such innovations as seats 
which can be pushed back so that 
you can let people in and out of your 
row without serious danger to your 
feet and knees, but it is apparently 
also determined to do its bit in chang- 


NORTH SIDE, | 


FIRST CHICAGO SHOWING 


VIVIEN LEIGH 
And a Cast of Distinguished 
English Players 


In Alexander Korda’s 


“STORM "x -TEACUP” 


FROM THEATRE GUILD SUCCESS 
— AND — 


“ESQUIRE HOUR" 


CHICAGO CRITICS RAVE: 


“Dash of ‘Mr. Deeds’” 
~—Doris Arden 


It’s a WOW!"’—Mae Tinee 


“Full of Novelty and Surprise” 
—Rob Reel 


ESQUIRE 


THEATRE StE OAK x 
~ FREE PARKING—\rdy's, 04). Palmolive Sigg. Se 


ing the ferocious 
movie advertising. 

As we have commented before, 
most movie advertising pages still 
look like something the cat dragged 
in out of a dark alley, so the Es- 
quire’s restrained, open copy repro- 
duced here not only is a relief to the 
eye, but actually stands out like a 
sore thumb from the recesses of the 
over-black page on which it appears. 


How We Did It 


That even such a vast and tradi- 
tionally conservative organization as 
the United States Steel Corporation 
can humanize itself is shown by the 
April issue of “US Steel News” which 
contains an interesting and effective 
article on ““‘Why We Have Stockhold- 
ers.” In simple language this article 
explains that stockholders are merely 
people who supply the money needed 
to buy plants, machinery and tools so 
that steel can be produced, workmen 
hired and paid. It points out, too, 
that while some of the company’s 
stockholders are wealthy, the aver- 
age stockholder is not, and fhat 40,- 
000 of them are wage earners in U.S. 
Steel. 

But perhaps the most interesting 


appearance of 


Ad-libbing 


feature of this article is a “balance 
sheet” written so that everyone can 
understand what happens to Big 
Steel’s income, and why. 

Headed, “How We Earned Our Liv- 
ing,” this tabulation starts out with 
the total amount the company re- 
ceived in exchange for goods and 
services during 1937, and then ex- 
plains just how this amount was dis- 
tributed. After disposing of goods 
and services purchased from others, 
taxes, depreciation, wages and salar- 
ies, which left the company with a 
balance of $541,000,000, the report 
goes on: 

“Interest paid for the use of assets 
representing savings, the ownership 
of which is evidenced by bonds and 
mortgages, $82,000,000. 

“Dividends paid for the use of as- 
sets representing savings, the owner- 
ship of which is evidenced by pre- 
ferred and common stock, $472,000,- 
000. 

“Leaving a deficit of $13,000,000, 
provided from savings made on be- 
half of the owners by U. S. Steel dur- 
ing prior periods.” 

And then, to bring the picture still 
more clearly into focus, a footnote ex- 
plains: 

“The sum of $554,000,000 paid for 
the use of assets by U. S. Steel re- 
duced to an average annual return 
on the average amount of assets used 
during the period amounts to 2.95 per 
cent per year. Since $13,000,000 was 
withdrawn from prior earnings, the 
earned return was 2.88 per cent per 
year.” 


Jottings 


Life promises to become even more 
complicated for electric shaver ad- 
dicts, with public introduction May 1 
of a new transparent model which 
will be used for demonstration pur- 
poses, but which will also be packed 
in a de luxe leather covered, chrom- 
ium trimmed case, and will retail for 
$16.75. The transparent case will un- 
doubtedly make the whole business 
much more fun for junior... 

A recent ad for Baltimore’s Arrow 
beer struck us just right. If we re- 
call correctly, the dominant illustra- 
tion of a laughing fat man is a stock 
photo, but the head says “More FUN 
per Bottle,” and the ad really bears 
it out. Which seems like a pleasant 
relief in beer advertising to us... 

It’s a tough life department: Elmer 
E. Way, advertising manager of Tay- 
lor Instrument Companies, tells Tide 
that the American Medical Associa- 
tion has called it “Tick” in a quota- 
tion, whereupon Tide prints Mr. 
Way’s letter and calls him “Reader 
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Information 
for 
Advertisers 


The following documents may be 
secured without charge from cop. 
panies sponsoring them, or through 
ADVERTISING AGE, by any national aq. 
vertiser or advertising agency execy. 
tive writing on his business letter. 
head. 


No. 1335. Your Brand’s Face Is Its 
Fortune. 


In this booklet, Macfadden Pyp. 
lications offer a study of the super 
market’s place in the national pic. 
ture, with estimates of the total na. 
tional volume of business done ip 
super markets today. The advertis. 
ing significance of this new trend ip 
food distribution is described, par. 
ticularly with reference to the im. 
portance of magazine advertising in 
establishing brand identity. 


No. 1336. A Billion Dollars in Retail 
Sales. 


The New York Press Association 
has issued this market data and 
rate book covering the New York 
State small town market — places of 
less than 10,000 population. Tabula. 
tions cover rates, circulation and me. 
chanical requirements of the state's 
home town weekly newspapers, with 
market data for each town and de. 
tails of the association’s service to 
advertisers using the list. 


No. 1337. In Sight, In Mind. 


Examples of Beetle packages are 
shown in this 
issued by the Beetle Products Di- 
vision of American Cyanamid Com- 
pany, showing the adaptability of 
this material to a wide variety of 
products and the sales appeal of the 
modern, colorful, useful container. 


No. 1338. WIRE Indiana. 


This brochure, issued by Radio 
Station WIRE, Indianapolis, contains 
facts concerning the station’s cover- 
age area, its audience and market, 
and a description of programs and 
services. 


No. 1339. Where Quality Products 
Meet Quality Buyers. 


A wealth of information on the 


brochure issued by The Jewelers’ 
Circular-Keystone. Sales by states 
and by commodities are tabulated, as 
is the distribution of sales by months 
and commodities. Facts about this 
publication’s coverage of the market 
are given, with the details of its edi- 
torial scope and services. 


No. 1327. Trends in Chicago Depart- 
ment Store Advertising 1932-1937. 
This brochure, issued by Chicago 
Tribune, offers a tabulation of de 
partment store advertising linage in 
1937 for Chicago dailies, with com: 
parative figures f r 1932 and graphs 
indicating the trend, by newspaper, 
for total and individual stores, over 
this period. 


No. 1305. KNX, The People’s Choice. 


Issued by radio station KNX, this 
folder tells about the results and the 
survey method used in checking L0s 
Angeles stations’ popularity during 
1937. The survey presents the re 
sult of 72,000 telephone interviews 
made during one complete week it 
each month. 


No. 1309. Influence—to Affect the 
Actions of Men. 

Time has issued this cleverly ©? 
trived brochure, which grows large 
as the pages proceed, indicating thé 
dealer influence constantly accuml 
lating from the seven importait 
sources which are enumerated. 


No. 1321. Sampling Procedure. 
This folder, issued by Forbes Litho 
graph Company, contains a thorousl 
going study of sampling as a mem 
chandising tool, discussing the sev 
eral groups of sampling operations, 
types and varieties of packages 4 4 
able to the sampler, and listing 5°” 
helpful answers to questions 0D 
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Good rie In 


African Brandy Bows 


Good Hope Brandy will make its 
American debut late this month with 
distribution through the House of 
McAteer, Inc. This is the brandy 
marketed under a different name 
throughout the British Empire for 
the past 200 years by the South Afri- 
can Wine Growers’ Association. Met- 
ropolitan newspapers and magazines 
in the New York area are scheduled 
through Atherton & Currier, Inc., 
New York. 


LNA to Hear James 


E. P. H. James, promotion man- 
ager, National Broadcasting Com- 
pany, will address the annual con- 
vention of the Lithographers Na- 
tional Association at Hot Springs, 
Va., May 10, 11 and 12. He will dis- 
cuss merchandising radio programs. 


Boston Drive 
to Sell Eggs 
at Fountains 


Boston, April 21—A campaign to 
increase the use of eggs as ingredi- 
ents in soft drinks bought at soda 
fountains has been launched here by 
the National Association of Chain 
Drug Stores. Other cities will be 
added if results are satisfactory. The 
local effort runs through May 7. 

This type of promotion was pro- 
posed by Leavitt C. Parsons, pub- 
lisher, The New England Poultry- 
man, and the plan was successfully 
initiated last year by the Read Drug 


and Chemical Company, Baltimore, 
Md. 

The Boston promotion is following 
the pattern established in the South- 
ern city, back bar streamers, window 
displays and a school for foun- 
taineers being features. An impor- 
tant part of the campaign is the ac- 
tive participation of agricultural col- 
leges, who send representatives to 
lecture at the school on egg quality, 
and teach the fountain clerks how to 
determine it. Jules Kroeck, Massa- 
chusetts State College, and Roy 
Brown, Liggett Drug Company, lec- 
tured here. 


Starts “Frozen Foods” 


Western Canner &€ Packer, Seattle, 
has begun publication of Frozen 
Foods Recorder. 


Druggists in Co-op 

Sixty-eight druggists of Flint, 
Mich., have launched a cooperative 
campaign in local newspapers de- 
signed to “keep neighborhood drug 
business in the neighborhood.” Full- 
page copy appears each week in the 
Flint News-Advertiser. Arthur Wal- 
ton is advertising counsel for the 
group which plans to seek coopera- 
tion from national manufacturers in 
competitive efforts against chains. 


For Hearst Magazines 


J. G. MacArthur of the Chicago 
office of MoTor has been appointed 
Western manager of the magazine. 
J. J. Walsh, formerly on the Chicago 
staff of American Druggist, has been 
appointed to a similar post on that 
magazine. Headquarters of both are 
in the Palmolive bldg., Chicago. 


The sad fate of the industrial worker 
is described in this new Goodrich busi- 
ness paper campaign. 


Toll of Noise 
Dramatized in 
Goodrich Copy 


Cleveland, April 21—The B. F. 
Goodrich Company is breaking out 
with a distinctive industrial truck 
tire campaign exposing the waste and 
inefficiency of noise. 

Charles Farran, of The Griswold- 
Eshleman Company, who is responsi- 
ble for the new copy to run in 
Distribution & Warehousing and Fac- 
tory, starting in May, did consider- 
able research among professors, in- 
dustrial psychologists and others to 
establish a sound, practical basis 
before setting the course. Noise was 
found to be an important factor in 
plant and production inefficiency. 

Copy will picture the working man 
at home as well as at work to show 
the disturbing influence of grinding, 
rumbling and screeching wheels 
which are innocent of rubber tires. 
Cutting down noise by using Good- 
rich rubber tires will conserve en- 
ergy, increase production, cut repair 
bills and power costs, and reduce 
breakage, according to claims. 

The art work to be used calls atten- 
tion to the noise menace dramatically. 
“He Hears Steel Wheels In His 
Sleep,” is the caption of one; “He 
Kicked About the Neighbor’s Radio,” 
another. 


Issues U. S. Abstract 


The Bureau of Foreign and Domes- 
tic Commerce has issued “Statistical 
Abstract of the United States, 1937.” 
This is the 59th annual edition, 
Priced at $1.50, covering a wide 
variety of data on the nation’s social, 
economic and industrial life. 


Gets Syrup Account 
_Black Sign Syrup Company, Barre, 
Vt., has appointed John A. Smith & 
Staff, Boston, as its advertising 
agency. Magazines and direct mail 
are scheduled. 
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263,801,000 
“LONELY DOLLARS”* 


await your appeal in 
the Baltimore market! 


+... *Excess of Effective 
Buying Income over Actual 
Retail Sales according to 
“SALES MANAGEMENT“. 


In Baltimore, its 
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Louts PROCTOR lived in Vancouver, Washing- 
ton, as a boy. It is a good place for a boy to live. Not 
too large a town, not too small. The hills are green 


all the year, the mountains not far away. The ocean 
is nearby and the broad Columbia at your very door. 


But the hills and mountains and ocean were only 
incidents in Louis Proctor’s boyhood. His eyes were 
on the sky. Army planes from Pearson Field, in his 
own home town, wheeled above him day after day. 
Down the dimly beaconed airway of the Columbia 
came the early Boeing biplanes, pioneering the air 
mail. He watched the planes for Seattle that droned 
their way northbound above his home. 

Yet Louis Proctor was all boy. He liked the fun 


of boyhood and all the games boys play. It was but 
natural then that he should join the Oregon Journal 
Juniors, an organization unique in America in giving 
expression to the enthusiasms of youth. He went to 
their shows and picnics. He joined the Stamp Club. 
He played on one of their baseball teams. In their 
ranks he found the inspiration that was to fulfill his 
dreams of airplanes. 

It came in 1927. There was a contest for builders 
of scale model airplanes sponsored by the Oregon 
Journal Juniors in Portland. He entered. He won! 
He was one of the 4 Journal Juniors who later stood 
proudly in the great Stadium in Portland—and 
shook hands with Lindbergh! There could be no 
prouder, happier moment in a boy’s life. There never 
has been, not even the next year when he went on 
to win a national contest at Detroit, and a free trip 
to Europe. Not even today when he is an ace model 
builder at the great Boeing plant in Seattle. 

The Journal Juniors is a truly remarkable youth 


organization sponsored by the Journal. It was 


08 


started in 1925 and today has an enrollment of over 
60,000 boys and girls between the ages of 7 and 17. 
More than 200,000 have belonged in the 13 year 
period! There are monthly shows at the Auditorium, 
with hundreds of members participating, attendances 
that average 4,000. Over 1,000 radio programs have 
been presented. Last year 20,000 boys and girls 
attended Journal Junior Day at Jantzen Beach. 

There’s a baseball league, there are swimming 
contests, stamp clubs, model airplane and boat 
building groups, orchestra and various other worth- 
while activities. Thousands of successful young men 
and women like Louis Proctor have come up through 
the Journal Junior ranks. 

There are many reasons for the outstanding leader- 
ship of the Journal in this area. The Journal Juniors 
is but one of them. This present-day membership of 
60,000 boys and girls, like the Journal circulation, is 
largely concentrated in Portland’s retail trading 
zone. Surely here is a made-to-order opportunity for 
all advertisers with products that are used by parents 
and children. For in this area the Journal leads the 
second paper by 10,290 in circulation, the third 
paper by 28,480. It is here that the population and 
buying power is concentrated. Over 66% of all the 
income tax returns of the state are made here and 


59% of all Oregon’s retail sales. 


WA true incident from Oregon Journal Junior files. 


THE JOURVAL 


PORTLAND, OREGON 


REYNOLDS- FITZGERALD, INC., National Representatives 
NEW YORK «+ CHICAGO © PHILADELPHIA + DETROIT 
* SAN FRANCISCO + LOS ANGELES « SEATTLE * 
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Voice of the Advertiser 


Letters are welcome. 


This department is a reader's forum. 


SEEKING AUDIENCE FOR HEILMANN 


ecke 


When some Tiger batter “hangs 
out the clothes” with a line drive 
into safe territory, Harry Heilmann 
tells you about it over WXYZ with 
contagious enthusiasm. That’s one 
of the reasons why his daily play- 
by-play report is so outstanding. 


Tune in WXYZ at baseball time. 
We believe you'll like it. 


Newspaper copy used by Detroit station. 


Explains “Vertical” 
and Horizontal 

To the Editor: I noticed the re- 
quest in ApveRTISING AGE for a defi- 
nition of “vertical” and “horizontal” 
business papers. 

The following explanation is given 
in a lecture course now being used 
by some 20 educational institutions: 

“A vertical paper is one covering 
all the ranks of men within one par- 
ticular industry or line of business, 
such as The Hotel Monthly or The 
Paper Industry. A horizontal paper 
is one following a specialized phase 
of engineering or business such as 
the generation and utilization of 
power, through a wide range of in- 
dustries. Power is a_ publication 
with horizontal coverage. No special 
significance is to be attached to these 
choices of publications. They are 
named only as examples.” 

An excellent differentiation of 
these two types of publications is 
also given on Pages 32-34 of “Adver- 
tising and Selling Through Business 
Publications,’ written by Mabel Pot- 
ter Hanford. 

WALTER PAINTER, 

Adv. Mer., Power Plant Engi- 

neering, Chicago. 
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Crosby Atmosphere 

To the Editor: I greatly appreci- 
ated the story by G. D. Crain, Jr., in 
ADVERTISING AGE on “That Crosby 
Atmosphere” because I have long 
rated the Crosby-Burns team as tops 
for radio entertainment. This story 
verifies much of the details I had 
already suspected concerning their 
methods. The semblance of ad-lib- 
bing really makes the program, I 
think. 

Of course you are not publishing a 
radio magazine, but there are un- 
doubtedly other inside stories con- 
cerning well-liked programs which 
you might run. I don’t read radio 
magazines because, like movie maga- 
zines, they are mainly blah and 
ballyhoo with little real inside, 
honest-to-gosh dope. But when Ap- 
VERTISING AGE sees fit to print stories 
like the one referred to, I think it 
is a move in the right direction and 
should be pursued farther if possible. 

Harry K. Stormont, 

Adv. Mgr., Indianapolis Engrav- 

ing Co., Indianapolis, Ind. 
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Sharks Take Meals in 
Upsidedown Attitude? 


To the Editor: It’s just too bad 
that nobody told Underwood & 
Underwood, before they started in to 
make that thrilling picture of shark 
attacking diver, that a shark can’t 
grab “a good meal of a pearl diver” 
or anything else, until it has turned 
over on its back. Unless Sambo 
sticks his head in the brute’s jaws 
and yells “Make it snappy!” he’s per- 
fectly safe. 

JouN LANDELS LOVE, 
Toronto. 


Uses Newspapers to 
Woo Baseball Fans 


To the Editor: When Harry Heil- 
mann, three time winner of the 
American League batting champion- 
ship, takes the microphone to give 
the play-by-play review of the De- 
troit Tiger games at home and away, 
the radio public tuned to WXYZ and 
the Michigan Radio Network looks 
forward to an informative, fast-mov- 
ing baseball review that, according 
to fan mail, has often been called 
“The Baseball School of the Air.” 

Naturally, Heilmann’s years as an 
American League player fit him well 
for the job for the 1938 season. The 
euclosed set of proofs is currently 
running in the Detroit Free Press 
and Times exploiting the fact that 
this year WXYZ will carry the broad- 
casts. During 1936 and ’37, Heil- 
mann’s voice was heard only on the 
Michigan Radio Network due to com- 
mercial commitments on WXYZ. 
Consequently, the clearing of time 
for the baseball broadcasts for the 
Detroit station is received in Detroit 
with marked enthusiasm. 


CHARLES O. HICKs, 


King-Trendle Broadcasting Cor- 
poration, Detroit. 
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Gorham Elaborates 


on Coffee Survey 

To the Editor: While it is true 
that the survey conducted by Illinois 
Markets shows that Chase & Sanborn 
is the favorite brand, considering the 
entire state area, the story in ApvEr- 
TISING AGE neglected to point out 
that Hills Brothers, with distribution 
of 40 per cent in the Northern sec- 
tion, is a good second. 

In the Northern area alone, Hills 
Brothers ranks almost 4 per cent 
above Chase & Sanborn, its nearest 
competitor. 

PAUL L. GorRHAM, 

Manager, Illinois Markets, 

Springfield. 
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Los Angeles News 
Tells Radio Policy 


To the Editor: We have received 
many inquiries as to our experience 
with radio comment, as the result of 
our recent decision to abandon that 
department. 

At the time we purchased the old 
Post Record, changing its name to 
the Evening News, we were the first 
newspaper publishers in the West to 
devote a full page to radio news and 
comment, and to inaugurate an “All- 
Wave” radio page. Wires, letters and 
telephone calls poured into our office 
from executives in the radio indus- 
try, congratulating us on our enter- 
prise, and promising to “go to bat” 
for us when advertising schedules 
were considered. Suffice it to say 
that no advertising support resulted 
from this extra coverage of radio 
news and comment—nor is there any 


evidence that it increased circula- 
tion. 

Later, when all other Los Angeles 
newspaper publishers sought to re- 
taliate against one of the leading Los 
Angeles radio stations by deleting 
that station’s programs from their 
logs, we steadfastly maintained that 
the publication of complete radio 
logs was of public interest, and there- 
fore was reference matter which a 
metropolitan newspaper should fur- 
nish to its readers. We still hold 
that view. 

Nevertheless, from a dollar and 
cents standpoint, it is interesting to 
observe that there is no evidence 
that any “plus” advertising was 
scheduled in either the Daily News 
or Evening News during these 
months when ours were the only Los 
Angeles newspapers which contained 
a complete radio log—this despite the 
fact that the station involved was 
one of the three major radio stations 
in Southern California. 

Beginning Jan. 1, 1938, still con- 
vinced that radio advertisers would 


support, with tie-up advertising, a 


newspaper which accorded them spe- 
cial coverage of radio news and com- 
ment, we incorporated “Radioshow” 
as a regular Saturday feature of the 
Daily News. “Radioshow” was a 
self-contained eight-page section, de- 
voted 100 per cent to radio news, gos- 
sip and comment. A _ special staff 
was placed in the field to solicit radio 
tie-up advertising for this section. 
Everyone was lavish in praise of 
“Radioshow,” and advertising sup- 
port was volunteered from many 
quarters. 

After three months, however, 
“Radioshow” had proved to be a 
dismal flop. It failed to increase cir- 
culation and it had failed to produce 
sufficient advertising to defray even 
a fraction of its cost. 

Our experience with “Radioshow” 
indicated that radio advertisers had 
become so “spoiled” by free publicity 
in newspapers that the thought of 
supporting such a section as “Radio- 
show” with paid advertising left 
them cold. 

For these reasons we have discon- 
tinued radio columns in both the 
Daily News and Evening News, and 
for this same reason we will con- 
tinue to publish a full and complete 
radio log daily. ' 

Rosert L. SMITH, 

Vice-President and General Man- 

ager, Los Angeles Daily News. 


ee | 


SUPREME APPEAL 
Cie fot OUR MILD 


Send tor our tree booklet on costs o: repr, 
sentative educaticac! institutions 


SIGN * a me ec ce am 

MAIL GULF LIFE INSURANCE CO. » 

gal x=------------------ | 
ae oer eeteueaces on 


“A Little Child—” 


To the Editor: The enclosed aq. 
vertisement on child education has 
been running for our client, Gulf Life 
Insurance Company, in Southerp 
papers with outstanding results— 
proof that our children are upper. 
most in our minds. 

The advertising accentuates “Child 
Education” and minimizes the name 
of the advertiser, resulting in 4 
strong bid for use of the accompany. 
ing coupon. 

A. P. PHILLIPS, Jr., 

A. P. Phillips Company, Orlando, 

Fla. 


Owned and Operated by 


N B : THE COMMERCIAL APPEAL NATIONAL REPRESENTATIVE: THE BRANHAM COMPANY 
RED 
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GEARED TO THE MODERN IS WMC, the 


pioneer broadcasting station of the Mid-South. 
_ Every new and modern phase of broadcasting 


gressed to a point pre-eminently at the top in the 
group of leading radio stations in the country. 
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THE Only 


and acclaim. 


THE Oey MOBILE 
TRANSMITTER 


Here is WMC's moving short wave 
transmitter. It makes possible 
unique and interesting broadcasts 
from vantage spots hitherto inacces- 


SHORT WAVE 
PORTABLE TRANSMITTER 


Short Wave Station WABG. This 
action shot depicts WMC's heroic 
service during flood relief... serv- 
ice that won national recognition 


THE Oy COMPLETE 
RECORDING SERVICE 


Up-to-the-minute is WMC's com- 
plete recording equipment, making 
possible auditions and play-backs 
of exceptionally fine quality tran- 
scriptions. 
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THE Only SHORT WAVE 
“PACK-SET” 


Portable Unit W4XBS. Makes pos- 
sible on-the-spot broadcasts, how- 
ever remote the broadcast location. 


RESULTS PROVE WMC SELLS THE MID-SOUTH 


5,000 WATTS—DAY 
1,000 WATTS—NIGHT 
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DEALER PAPER 
IS REVIVED BY 
INTERNATIONAL 


sixth Publication Rolls from 
Presses 


Chicago, April 19. — International 
Harvester Company, an outstanding 
advertiser in the farm field, today 
cast an optimistic light upon rural 
market prospects by reviving after a 
four-year lapse its dealer house or- 
gan, “The Advertising Dealer.” 


This paper, which appears _bi- 
monthly, is expected to increase both 
the amount and quality of local copy 
and to improve the merchandising 


skill of dealers. It will include cuts 
of sample advertisements, sugges- 
tions for promotional stunts and in- 
formation that will enable dealers 
effectively to tie in their own ef- 
forts with Harvester’s national copy. 

Hal C. Wright is the editor, with 
F. W. Heiskell, Harvester advertis- 
ing manager, as general supervisor 
of the paper. Circulation will ap- 
proach the 20,000 mark, according to 
Mr. Wright, being divided as fol- 
lows: 4,000 truck dealers; 8,500 gen- 
eral line dealers and 6,500 news- 
papers. 

While Harvester’s success in pub- 
lication and motion picture adver- 
tising is well known, its ventures 
into publishing have also enjoyed 
happy results. 

Including the revived house or- 
gan, Harvester is now issuing from 
its own presses six magazines and 
newspapers. The largest of these, 
“Tractor Farming,” follows regular 
farm paper style and has a general 
circulation of 600,000. Other com- 
pany publications are “Harvester 
World,” a monthly magazine of gen- 
eral company news; “International 
Trail,” concerning truck fleets; 
“Triple Diamond,” a paper for a com- 
pany salesmen’s organization, and 
“Industrial Power,’ devoted to 


heavier tractors and industrial power 
equipment. 

Outside advertisers have been and 
will continue to be excluded from the 


NEW ENGLAND 


4 . é, 
ie ying 2 2 
a Berd i eg 


go. 


'S FAIR DISPLAY 


Model for New York Fair revives traditional fishing scene, with sailing vessel lying 
at dock. Flanked by a business scene, the exhibit will cost $150,000. 


pages of these publications, Mr. 
Wright said, although many offers 
have been made. 

An important factor in the circu- 
lation of “The Advertising Dealer,” 
Mr. Wright explained, is its distri- 
bution to 6,500 newspapers which 
frequently carry dealer copy. This 
plan enables the newspaper to con- 
tact the Harvester dealer intelligently 
with plans for future copy. With 
agreements between local publishers 
and dealers quite flexible in many 
cases, the publisher himself usually 
submits a request to the company 
for mats described and pictured in 
the house organ. 

This helps to avoid delay and pos- 
sible omission of the copy, Mr. 
Wright said, many dealers being too 
busy to devote the proper amount of 
time to newspaper advertising and 
being willing to let the local pub- 
lisher handle details. 


More Photographs Used 


The revived house organ differs 
from earlier issues in using more 
photographs to tell a merchandising 
story as well to feature successful 
dealers. Here again cooperation of 
the local newspaper is helpful. When 
a dealer’s activities are described in 
the house organ, the company sends 
the cuts used to the local publisher. 
A story usually results. 

The house organ follows news- 
paper style and confines itself to mer- 
chandising stories. By-lined articles 
are ordinarily those of company sales 
promotion experts, although a story 
by an outsider is occasionally used. 

The paper is published in tabloid 
size on regulation newsprint. An 
average issue contains 12 pages, al- 
though this is increased to 16 at 
times. The company hopes that it 


vf, can be issued monthly rather than bi- 


STOCK PHOTOS 


tions, on all subjects, are available 
for your inspection. Write, wire or 


phone 

KAUFMANN & FABRY CO. 
s Chicage 

Telephone Harrison 3135 


425 S. Wabash Avenue 
106 West 43rd St., NEW YORK, Phone Bryant 9-6682 
ae 


monthly in the future. 


Space for National Campaigns 


Considerable space is devoted to 
the company’s national advertising. 
The current issue, for example, tells 
the campaign story of the No. 60 
Harvester-Thresher. An accompany- 
ing table lists the farm media in 
which copy is to appear, together 
with issue dates and estimated circu- 
lation. 

Each sample advertisement shown 
in the house organ is given a num- 
ber to facilitate use. Another dealer- 
newspaper aid is a calendar for each 


Programs and Coverage in Metropolitan New York 


The JEWS 
The ITALIANS 


The POLES 

The SPANISH 
The CZECHS 
The GREEKS 


ULES HAVE A WORD FOR IT 


ALL 


WBNX%" 


1000 warts pay ano wicut 


The Station that Speaks Your Language 


week in the year suggesting the best 
time to advertise various types of 
equipment. 


Special Menu 
for Children 


Restaurant Ace 


Portland, Ore., April 21.—An idea 
which might be adapted to many 
lines is sucessfully employed by Hi- 
laire’s Restaurant. It is a children’s 
menu, which appeals to both parents 
and young folks. 

The menu is attractively designed, 
the current cover featuring some 
companionable-looking bunnies, while 
the combination lunches are labeled 
with such attractive titles as Little 
Red Riding Hood, Little Boy Blue, 
Little Miss Muffet, Little Jack Hor- 
ner and Mary’s Little Lamb. The 
prices are reduced as compared with 
the regular menus. 

On the back of the menu is the fol- 
lowing suggestion to the children: 
“To all nice little girls and nice little 
boys! Won’t you eat all your food 
so that you will grow BIG and 
STRONG and HEALTHY! If you do, 
you may have this menu to take 
home.” 


Message to Mothers 


Below, mother is addressed as fol- 
lows: “These combinations have been 
carefully chosen as to balance, and 


are dietetically correct. We are pre- 
pared to serve Libby’s Homogenized 
baby foods to infants and diebetic 
patients.” 

Larry Hilaire, owner of the restau- 
rant, also gives each youngster a 
stick of candy as he departs, and 
says the children practically pull 
their parents into his restaurant 
when they pass by. 

The restaurant is unusual also in 
that it broadcasts daily over KGW 
and KEX, and has an advertising 
agency, Roscoe Segar. 


Simmons Students 


Get Practical Slant 


Senior students in the School of 
English, Simmons College, Boston, 
have undertaken a variety of special 
projects which will give them prac- 
tical experience in graphic arts de- 
sign, writing, publishing and adver- 
tising. Boston advertising agencies, 
book publishers and book sellers 
are cooperating. 

Projects include complete cam- 
paigns for sale of a novel, laying 
out a new magazine, preparation of 
magazine articles, direct mail litera- 
ture and other promotional pieces. 


Gets Otis Underwear 
Otis Underwear Division of E-Z 
Mills, Inc., New York, has appointed 
Alley & Richards Company, New 
York, to handle its advertising. H. H. 
Whittemore is the account executive. 
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In Popular Mechanics, 


Advertisements Have 
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N February 24, 19 


of a building material received an 


37, an advertiser 
1910. 
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which appeared in the issue of August, 


inquiry from an advertisement that ap- 
peared in the September, 1917, issue of 
Popular Mechanics Magazine. 

This same firm, advertising in 1937, 
reported that Popular Mechanics led a 
list of twenty-nine magazines for low in- 
quiry cost in 1937. 

On February 21, 1935, a tool manu- 
facturer wrote that he had just received 
an order from an advertisement that ap- 
peared in the August, 1920, issue of 
Popular Mechanics. 

On August 11, 1937, a building sup- 
ply advertiser reported a recent fine 
order from China from an advertisement 
that appeared in Popular Mechanics 
more than ten years ago. 

On November 7, 1934, we received a 
letter in reply to one of our own Book 
Department advertisements on ‘The 
How and Why of the Automobile,” 
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200 East Ontario Street, Chicago, Illinois 


Replies and orders from advertise- 
ments fitteen to twenty-five years old may 
not be of much sales value—our book on 
the automobile had been out of print 
some twenty years—but they do show 
why many advertisers do not close their 
records on returns from Popular Me- 
chanics for a full year from date of in- 
sertion. And such replies do confirm the 
information we have that readers— 
84.3% of them—file their copies for 
future reference. 

Each issue sees advertisers new to the 
pages of Popular Mechanics come into 
the magazine, not only to sell goods right 
now, but to establish themselves in the 
great man market of over half a million 
subscribers and newsstand buyers. 

This man market! Do you know its 
buying capacity? Write for data about 
it. Just ask for ‘The Man Market."’ 
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That is the invitation extended by Bris- 

tol-Myers Company through this new 

display stand offered to dealers stock- 
ing 50 tubes of Vitalis. 


New Four A’s 
Chairman Is 
an Optimist 


(Picture on Page 1) 

White Sulphur Springs, W. Va., 
April 20.—Gilbert Kinney, vice-presi- 
dent and director, J. Walter Thomp- 
son Company, who was elected chair- 
man of the board of the Four A’s 
today has been a member of the 
Thompson organization since 1905, 
when he was graduated from Yale. 
He is also a director and member of 
the executive committee of Penick & 
Ford, Inc., New York; a director of 
Scott Paper Company, and the Sim- 
mons Company. 

In accepting the Four A’s post, Mr. 
Kinney sounded a note of optimism, 
expressing confidence in the future 
for both business and advertising. 


Role of Advertising 


“Advertising can, and should, play 
an essential part if the country is 
again to attain or exceed the 1929 
figure of $80,000,000,000 national in- 
come,” he declared. “Advertising is 
a vital factor in the establishment of 
high standards of living and well be- 
ing for all our population, and thus 
is an important element in the stimu- 
lation of increased business activity. 

“It must display courage and in- 
itiative in developing new markets 
and expanding existing markets. It 
must show a willingness to work 
with any new conditions our social 
and governmental evolution may 
establish. 

“We have nearly 50 per cent of 
the buying power of the world within 
our borders. With such a market it 
requires no unreasonable measure of 
optimism to feel confident of the fu- 
ture for business and for advertis- 
ing.” 


| ——— 


A VALUABLE REFERENCE 
FOR ADVERTISERS 


Many agencies and advertisers are 
finding the A.B.P. BLUE BOOK 
a valuable reference in appraising 
business papers. This volume con- 
tains factual data on the 156 mem- 
ber publications of The Associated 
Business Papers—authentic facts on 
editorial scope, markets served and 
readership analysis based on A.B.C. 
reports. If you sell in more than 
one market, you are entitled to a 
copy of this valuable guide. Just 
write on your business 

letterhead and we'll 

send one along. 


THE ASSOCIATED BUSINESS PAPERS 
INC. 
369 Lexington Avenue 


New York, N. Y. 


Candy Sponsors Unnamed 


A candy manufacturer who has not 
disclosed his name has arranged to 
broadcast the industry’s slogan, 
“Candy Is a Delicious Food—Enjoy 
Some Every Day,” for a 26-week pe- 
riod over Station KCMO, Kansas 
City, Mo. The slogan will be heard 
546 times during this period, the 
monetary value of the contribution 
to the industry being estimated at 
$1,600. 


Lift Handbill Ban 


Announcement by Mayor Frank 
Hague of Jersey City, N. J., that he 
would bow to a Supreme Court rul- 
ing lifting the city’s 16-year ban on 
handbill distribution has stimulated 
production and distribution of such 
material, printers report. 


New National 
User Section 
for Kelvinator 


Detroit, April 21—A new National 
User Sales Department has been 
established by Kelvinator Corpora- 
tion, with L. T. M. Ralston, former 
Eastern divisional -manager, in 
charge. The new department will 
provide a central source for all 
sales effort directed at chain stores 
and similar organizations of Mna- 
tional scope. 

J. A. Harlan, manager of the com- 
mercial division, said the new plan 


will improve service to chain stores, 
restaurants, and other businesses 
operating in more than one city or 
state. Centering all activity under 
Mr. Ralston’s supervision in the 
New York branch will simplify and 
expedite service to a degree found 
impossible under any other set-up. 
The system has been tested for sev- 
eral months. 


Van Nest Joins Dodge 


Harold W. Van Nest has joined F. 
W. Dodge Corporation, New York, as 
advertising representative of Archi- 
tectural Record and Real Estate Rec- 
ord. He will make his headquarters 
in Cleveland. He was previously con- 
nected with House Beautiful and 
with Spur as advertising manager. 


Geare-Marston Sponsors 
Advertising Contes; 


For the second consecutive year 
Geare-Marston, Inc., Philadelphi, 
agency, is offering cash awards fo, 
the best work done by students o& 
advertising in Mulvey Institute o 
Advertising and Journalism. 

J. David Cathcart, instructor g 
Mulvey and Philadelphia representa. 
tive of Reynolds-Fitzgerald, Inc., jg 
directing the contest. The judges 
are Jack Lutz, Romola de Luca ang 
D. Carlton Brown. 


Joins Carstairs 


R. H. Coffin has been appointed a4. 
vertising and sales promotion map. 
ager of Carstairs Brothers Distilling 
Company, Philadelphia. 
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$0 YOU BOUGHT YOURSELF AN ELECTRIC RAZOR? 


e Are you mad now, or glad? In any case, you're enrolled 
in the free-for-all razor fight of the century, the biggest revo- 
lution since King C. Gillette. This issue FORTUNE looks over 
the sudden swarm of competitors Schick has acquired now 
that the courts have ruled Schick’s patents were no monopoly 
on dry shaving. Here’s a study of that pride of the patent 
lawyers, the mouse-power motor shave that is lopping mil- 
lions from the blade and cream market. Turn to 1,500,000 
Dry SHAVERS on page 71. 


GENERAL WOOD RUNS SEARS, ROEBUCK 


© Is $200,000,000 a year too big a business? Mail order catalogs 
actually grossed that for Sears thirteen years ago. Now almost 
three times that revenue has been evolved by piling a department 
store system on top of the catalog business. General Robert E. Wood, 
President of Sears, and parent of the idea, explains how controlling 
so vast a business is possible only by not controlling. 
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FCC—an unintended menace to radio? 


© Standing on the edge of an uncharted ocean, the 
FCC today is exactly where the ICC stood in 1906. 
And “regulation”, 
accidentally steer radio where it steered the rail- 
roads—into painful, profitless times. Step behind 
the scenes and observe what the FCC is doing these 
days, who the men are, and how they privately view 
the radio business. See FEDERAL COMMUNICATIONS 
Commission, page 60. 


Somebody please build houses at a profit 


© The merry villagers manufactured things one at 
a time in the 1800’s. The house building industry 
today is still in that stage, with America’s $30-a-week 
amilies owning cars, thanks to mass production, but 
not living in decent houses even after Uncle Sam 
invested four billion for housing . . . What mass pro- 
duction might do to lick the problem without direct 
subsidy—or to make money for some private firm 
—is discussed with facts and figures in THE House- 
Not-So-BEAUTIFUL, page 63. 


FORTUNE MEANS BUSINESS - FORTUNE MEANS pusiNEss . roRTUN 


with the kindest of impulse, may 
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— 
Snow White Featured 
in New Bosco Campaign 
Nation-wide popularity of Snow 
white and her dwarfs is being ex- 
ploited by Bosco Company, New 
york, in a newspaper campaign now 
peing launched to promote the choco- 
jate drink. Space will be used on 
the same page with Walt Disney’s 
eyndicated color cartoon strip. 
Snow White drinking glasses in 
eight designs are being offered as a 
premium. Kenyon & Eckhardt, Inc., 
is the agency. 


Rogers Moves 


james G. Rogers, for the past two 
years account executive with Lord & 
Thomas, will join Benton & Bowles, 
New York, May 1 as vice-president. 


“Newark News” Gets 
Ayer Award April 26 


The Francis Wayland Ayer Cup 
for typographical excellence will be 
presented at a luncheon April 26 in 
the Ayer bldg., Philadelphia. 

The Newark Evening News, award 
winner, will be represented by Ar- 
thur Sinnott, editor-in-chief. 


WREC Gets Plaque 


Station WREC, Memphis, Tenn., 
was presented a plaque April 21 by 
the United States Junior Chamber 
of Commerce for outstanding and 
meritorious public service to the 
Midsouth during the 1937 Mississippi 
Valley flood devastation. The pres- 
entation was made in a special broad- 
cast from Memphis over CBS. 


KIMBERLY-CLARK 
EMPLOYES GIVEN 
BALANCE SHEET 


Neenah, Wis., April 21—Kimberly- 
Clark Corporation, paper manufac- 
turer, presented an annual report 
to employes as well as stockholders 
this year, the reason being ex- 
plained in a preface addressed by 
President T. J. Sensenbrenner to 
the workers: “Our management has 


expressed its desire that a statement 
be presented to employes with re- 
spect to operations for 1937, as well 
as to stockholders of the corporation. 
Acting upon that suggestion, I pre- 
sent the following to the men and 
women of the mill, office and oper- 
ating staffs of our organization. 
“Employes and stockholders have 
much in common. Employes invest 
their time and their energies. Stock- 
holders invest their funds. The 
continued employment of those of 
us who are active in the business 
depends upon our ability to meet 
ever changing conditions and oper- 
ate at a profit. The willingness of 
investors to risk their funds in the 
securities of Kimberly-Clark rests 


aap) ” 

, “Til tell you the show we ought to put on... 
© To observe first-hand the sponsor-hypnosis created by 
Hollywood glamour names, ForTUNE this month looks at 
that most dazzling aspect of radio—program building—and 
makes a few notes on that most valuable of commodities, 


“The Big Idea”, and its recent trends. Turn to page 55 and 
read A $45,000,000 TALENT BILL. 


South America Ill—the new Chile 


* Remember how you used to read in the geogra- 
phy books “Chile is noted for its huge exports of 
nitrate... ”? Tearfully (if you were a foreign in- 
vestor) you long ago tore that page out of the book 
and burned it. First Chile’s nitrate monopoly blew 
up. Then the depression completed the economic 
collapse. Yet today Chile has come back, and even 
has a balanced budget. What happened, and how, is 
told in the third of Fortune’s South American 


series, page 74, 


RADIO 


“Try running my station one day—" 


@ Here’s a look at the business side of 
radio, from the goings-on backstage, and 
the jockeying between network and local 
programs, to the broader questions of how 
stations make their money, estimate their 
listening audiences, and figure the balance 


sheets ... See A $140,000,000 Art, page 47. 


“Now the set selling picture is—" 


e With radios in 26,000,000 U.'S. homes, 
(which means a market saturation of 87% ) 
what is the set industry going to sell this 
year? And what set makers will probably 
do the business? For a quick survey of the 
field and its three leaders—Philco, R. C. A., 
and Zenith, see A $537,000,000 Set Bust- 
NESS, page 118. 


TEN MILLION DOLLARS PROFIT FROM “THE CAT” 


e Farmers aren’t rich. Local governments are in debt. Contractors 
work on a shoestring. So where and how were $63,000,000 Cater- 
pillar sales made last year? FORTUNE analyzes THE Cat this month, 
and reports on the economics of Diesel engines, “package selling”, 
and some of the profitable techniques Caterpillar has cannily 
borrowed from consumer industry practices. See page 85. 


NEXT ISSUE ... The Democratic Party: 1938 . . . Robert Moses and 
His Works . . . The Used Car . . . Building Labor . . 


Ballantine. 


DOLLAR DIVIDED 


DISTRIBUTION OF KIMBERLY CLARA 
SALES DOLLAR 


ner whe buys Kimberly Clark products on ¢ 


SONn INTEREST & EXPENSE 


PIV LEN De . 


UNSETEBUTED PROMS 


Kimberly-Clark makes report to employes. 


upon the continued earning capacity 
of the enterprise. Both labor and 
capital are essential,—both deserve 
an adequate wage, and both look to 
management for leadership, fore- 
sight, and coordination of effort. 

“I present this statement to em- 
ployes with sincere appreciation 
for the spirit of understanding and 
cooperation that has prevailed with- 
in our organization during a year 
in which social and economic con- 
ditions of the nation have been un- 
usually disturbed.” 

The statement was somewhat 
simplified by use of illustrations. 
One of the most illuminating of 
these was “Distribution of Kim- 
berly-Clark Sales Dollar,’ while an- 
other, “The Meaning of Mounting 
Taxes,” showed how the govern- 
ment’s share of the company’s in- 
come has soared. 

For each $100 of net sales in 1930, 
the chart showed, Kimberly-Clark 
had $128.70 of net sales in 1937. For 
each $100 of factory payroll in 1930, 
it paid out $148.50 in 1937. For each 
$100 of total taxes paid in 1930, it 
paid $182.41 in 1937 and for each 
$100 of dividends and net surplus in 
1930, it had $75.13 of dividends and 
net surplus in 1937. 


MACHINERY WORKERS 
GET VERBAL REPORT 


Bridgeport, April 20—More than 
1,000 employes of Manning, Maxwell 
& Moore, manufacturers of valves 
and other industrial equipment, 
heard a verbal report of Robert R. 
Wason, president, at a meeting in 
a local auditorium last week. 

Mr. Wason used 50 lantern slides 
to tell how the annual volume of 
$10,000,000 is secured and the in- 
come distributed. He scored heavily 
for product research with the state- 
ment that products developed since 
1932 accounted for 84 per cent of 
1937 income. 

Paper and pencils were distributed 
to the workers, who were invited 
to propound questions which were 
puzzling them. Many responded, 


Mr. Wason answering frankly. 


John J. Gillin, Jr., Mgr. 
Representatives—John Blair Co. 
Owned and Operated by the 
Woodmen of the World 
Life Insurance Society 
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ADVERTISING AGE 


April 25, 1938 | 


ee 


‘Hush-Tone’ to 
Censor Radio 


Commercials 


Tacoma, Wash., April 21. 


“Hush- | or 
Tone,” a device which allows radio 


brought back. The tubes 


hot at all times. 


Has Other Uses 


press of the button, the program is 
remain 


In addition to blurring over-long 
commercials, Hush-Tone allows radio 
listeners in any part of a room to 
turn the volume down immediately 
when telephone or door bell rings 
when one wishes to converse. 


LABEL USEFUL 
WITHIN LIMITS, 
VIEW OF FIELD'S 


listeners to delete commercials en 

from radio programs, has been How the wide utilization of such ‘ 

placed on the market by Harry K.|an instrument might affect radio ad- But None Can Picture Beauty 
Todd, semi-retired Tacoma business | vertising was a problem faced by 

man. Mr. Todd said he devised the|the advertising agency which took and St le 

Hush-Tone because he is tired of|the Hush-Tone account, the Izzard y 

having good programs interrupted|Company, Seattle and _ Portland. . ; 


by long commercials, 


blurbs. 
efforts at 


offensive 

His first were 
in mechanics. 
and a rubber 
beginnings of 


band 
the 


were 


perfected. The 
ism consists of a 
self-winding reel 
electric cord, on 


the end 


ficient to indicate when the 


mercial is completed. 


and hearing 
otherwise good programs spoiled by 


clumsy, 
he said, because he had no training 
A pair of screw-eyes 
the crude 
attractive, com- 
pact attachment which he has since 
Hush-Tone mechan- 
Bakelite-covered, 
with 16 feet of en 


Leaves “Country Home” 


Samuel R. Guard has resigned as 
Home 
time 
He is president 
of Breeder’s Gazette Publishing Com- 


of which 
is a special switch with a push-but- 
ton which instantaneously turns ra- 
dio volume down to a bare whisper. 
The slight volume remaining is suf- 
com- 
By another 


cause a 


On the contrary, Izzard 


radio advertisers of the 


steer them from the 
type against which 
as a policeman. 


livestock editor of Country 
Magazine, to devote his 
Breeder’s Gazette. 


pany, Spencer, Ind. 


The agency concluded that it might 
brightening of many 
mercials and would not necessarily 
be detrimental to radio advertising. 
heads 
felt it would help convince certain 
value of 
short, pithy commercials, and help 
long-winded 
Hush-Tone 


com- 


acts 


Chicago, April 21.—-While astute 
merchandising organizations have 


long recognized the wisdom of giving 
prospects, through labels or other- 
wise, all the information which will 
be helpful in making a wise decision, 
too much emphasis has been placed 
on informative labeling, in the opin- 
ion of G. R. Schaeffer, director of cus- 
tomer relations, Marshall Field & 
Co., Chicago. 

Design, meaning beauty, has been 
overlooked as a merchandising fac- 
tor, Mr. Schaeffer said in an official 
statement of the company’s policy 
today. Furthermore, it is impossible 
to make a label give the buyer a true 
vision of the sheer beauty which 


to 


MR. GILBERT SELDES 
and COLUMBIA BROADCASTING SYSTEM 


Discover a Mutual Interest 


ya 
te ares 


Photograph of cathode ray tube used in television reception. Courtesy Columbia Broadcasting System, Inc 


In May, 1937, Atlantic’s audience 
read with interest a penetrating 
article by Gilbert Seldes, ‘The 
In that 
audience as subscribers were execu- 


‘Errors’ of Television.” 
Broadcasting 
System, Inc. They had long rec- 
their 
the 


Television 


tives of Columbia 


ognized responsibility for 
image of: 
the 


mental stages to ultimate clarity. 


guiding flickering 


through experi- 
And quite naturally the technique 
of program development for this 


new medium must be directed by 
an; individual with an experienced 
bakkground in the theatre, and an 
unbounded imagination. 

Until reading Mr. Seldes’ chal- 
lenging article, they had been un- 
aware of his extraordinary grasp of 
this particular subject. Within ten 
days Mr. Seldes was called into 
conference with the heads of Co- 
lumbia. Shortly thereafter he as- 
sumed his new responsibilities as 
Director of Television Programs. 


Another example of the vitality of Atlantic’s 
audience and its breadth of interest. To adver- 
tisers, further evidence that, whether your pro- 
duct be the newest automobile or the oldest of 
antique silver, a luxurious tour of the world or 
a device to make home more comfortable, here 
is a group of 100,000 it pays to cultivate! 


“Atlantic 


MOST QUOTED PERIODICAL IN AMERICA 


Boston - New York - Chicago- Los Angeles - San Francisco 


A GREAT EDITORIAL POLICY PROVIDES 1 GREAT ADVERTISING OPPORTUNITY 


SHIP MODEL PAVES WAY FOR COPY 


E. J. Goebel (left), passenger traffic manager, Georgian Bay Line, shows George 
F. Koether, Campbell-Ewald account executive, improvements made in equipment, 


with the aid of a model ship. 


————., 


often is the deciding factor in a pur- 
chase. 

Labeling, Mr. Schaeffer pointed 
out, costs money, and will tend to 
increase the cost of distribution. 

“Unnecessary labeling which does 
not supply information which is 
definitely useful to the purchaser 
should be carefully avoided in the in- 
terest of economy,” said he. 


Pioneered in Information 


Mr. Schaeffer said Marshall Field 
& Co. pioneered in informative label- 
ing as far back as 1932, when an ava- 
lanche of price competition threat- 
ened to destroy standards of quality. 
At that time the company ran a long 
advertising campaign, protesting 
against this trend, and urging its 
customers to buy on the basis of true 
value instead of mere price. 

“We followed up this campaign 
with an extensive quality exhibit of 
merchandise of all kinds, showing 
the differences in quality by labora- 
tory tests and cross-sections,” said 
Mr. Schaeffer. “The next year we 
printed a series of booklets on ‘How 
to Buy,’ giving our customers expert 
information to enable them to distin- 
guish the hallmark of quality. We 
published no fewer than 400,000 of 
these booklets, distributing them to 
schools as well as to our customers. 

“Two years ago we began labeling 
all Fieldcrest products of our manu- 
facturing division with the exact 
name of materials, the proportion of 
each, the type of construction, and 
directions for proper care. The 
Fieldcrest label has brought applause 
from women’s clubs, household eco- 
nomics organizations, merchants and 
others. 


The Best Guarantee 


“Likewise, we have been meticu- 
lous in our advertising, -insisting on 
accurate descriptions of fibers and 
other materials. But while we have 
done all of these things, we have al- 
ways insisted that the character of 
the store and its management are the 
customer’s best assurance of satisfac- 
tion. There is a tremendous range 
of merchandise in a large depart- 
ment store, and it is impossible for 
the lay customer to possess expert 
knowledge of all items available. 
There are plenty of stores of known 
integrity in which the public may 
have confidence. Purchasers will do 
well to rely upon such stores rather 
than to attempt to become experts in 
their own right.” 

Marshall Field & Co. has issued a 


for the rayon industry approved by 
the Federal Trade Commission (et 
26, 1937. 

“The fiber content of merchandis 
ing rayon must be fully and properly 
disclosed in all merchandising copy 
submitted to the advertising bureau! 
said the order. “If the fiber conten 
is not known, it must be learne 
through tests by our laboratory.” 


Use College Papers 


for Question, Answer 


Westinghouse Electric & Manufae. 
turing Company, East Pittsburgh 
Pa., has issued, through National Ad 
vertising Service, Inc., New York} 
copy to appear in 50 college news’! 
papers beginning April 15. 

Copy includes two insertions per 
issue, one insertion giving a series 
of questions, and the second inser. 
tion on a later page giving the an 
swers to the questions. Fuller é 


Smith & Ross, Inc., Cleveland, is the 


agency. 


Two Join Necco Sales _ 

New England Confectionery com 
pany, Cambridge, Mass., has ap 

pointed Arthur A. Ruppert manager 


of Necco Sales Corporation, Newa® 


York subsidiary, and _ Bradford 
Flint assistant manager. Mr. Rup 
pert was formerly with Johnson é 
Johnson, New Brunswick, N. J., and 
Mr. Flint was with Benton & Bowles, 
New York. 


One Million Used by a 
National Advertiser! 
Genuine 


Lucky 
Charm 


RABBIT 
FOOT 


With Key Chain 
or Zipper Pull 


‘of Proven Value as 2 


© Direct Mail Gadgel 
© Good Will Builder 


Worth many 


Costs little! 
dollars as a Sales Builder. 


Write for samples and prices 


CHARLES BRAND 


memorandum to employes covering 208A York 
application of the trade practice rules West 26th St. ee 
— 7 


Advertise to steady incomes—t? * 
group of men who annually spe? 
millions of dollars in their 1,3 
lodges just for fraternal enjoyme?" 


Such spending is not backed by 
meager pocketbooks nor originate 
in parsimonious 


minds. Instead: 


the hundreds of thousands of Elks who make this fraternal inve 
ment do so willingly jusi as they buy so many other personal an 
family possessions. Tap this great buying power by putting your 
advertising in the one Magazine they all own and read—The *™ 
; 307 N. Michiga" 


Magazine 


Ave.. Chicago. 


A B C—50 East 42nd St.. New York 
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ESSAY CONTEST 


_ ENTRIES BREAK 


PAST RECORDS 


37 Mark Passed with Score 
of Tie-ups Still Out 


Chicago, April 21—With results of 
more than 20 local tie-up contests 
still to be learned, the third annual 
student essay contest conducted by 
AoverTISING AGE has already drawn 
more entries than any previous con- 
test, and indications are that the to- 
tal number will exceed last year’s 
total by about 50 per cent. 

Operating as a factor in cutting 
| down the number of entries actually 
i received by ADVERTISING AGE is a 

widespread tendency for schools and 
} instructors to submit only those es- 
} says which have been selected as the 
S most likely representatives of the 
; group. In one such case a Texas 
| High School submitted five entries, 
although the accompanying letter re- 
ported that every one of the 1,600 
pupils in the school had written an 
essay, as part of his required class 
» work. 
| In another case the principal of a 
B iarge Chicago high school reported 
) that several score pupils in his school 
B had written essays, but that he con- 
‘sidered none of them interesting and 
significant enough to warrant sub- 
mission in the national contest, and 
that therefore he was not submitting 
any. He added that he hoped his 
)pupils might have an opportunity to 
do better in future contests. Numer- 
ous other examples of pre-editing by 
school officials were reported. 

Results have already been received 
{ tie-ins conducted by the Free Press, 
MeBurlington, Vt.; Charlotte Observer; 
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MODELS DEMONSTRATE ONE-SIZE SUITS 


Quartette displays 1938 Form Divine bathing suits which come in one size only, 


elastic construction making them fit any figure. 


They are fashioned from Lady 


Pepperell prints and Lastex yarns. 


Register, Clarksdale, Miss.; Gary 
Post-Tribune; Daily Globe, Gridley, 


Cal.; Union-Sun and Journal, Lock- 
port, N. Y.; News, Michigan City, 
Ind.; Tribune, New Albany, Ind.; 


Omaha World-Herald; Herald-News, 
Plainview, Tex.; The Standard, St. 
Catherines, Ont.; Daily Mail, Salida, 
Colo; Toronto Globe & Mail; Times, 
Wilson, N. C.; The Gateway, Colum- 
bus, 0.; South Bend Tribune; Daily 
Tribune, Greeley, Colo.; Plain Dealer, 
Wabash, Ind.; Oklahoma City Times; 
and Record, Bristow, Okla. 


Toronto Gets Results 


The largest number of entries re- 
ceived in these tie-ups was developed 
by the Toronto Mail & Globe, which 
secured 228 essays, a very substan- 
tial number when the difficulty of the 
competition is considered. Results 
of more than 20 additional local tie- 


ups have not yet been received, the 
delay being occasioned by the neces- 
sity for completing local judging be- 
fore sending the entries on. 

Identification of the essays already 
received is being removed, and a card 
list set up, so that none of the judges 
will know who submitted any essay. 
Judging will be begun as soon as 
possible, with the hope that final win- 
ners can be determined by about the 
middle of May. 

The 26 national winners will re- 
ceive a total of $1,000 in cash prizes 
offered by ADVERTISING AGE for their 
essays on “How Advertising Benefits 
the Consumer,” and the first prize 
winners in the high school and col- 
lege divisions will in addition be the 
guests of ADVERTISING AGE at the an- 
nual convention of the Advertising 
Federation of America in Detroit, 
June 12-15. 


BLUE, GREEN 
RANK HIGHEST 
IN COLOR TEST 


Middletown, O., April 21.—Light 
blue is the most effective color to 
use in direct mail to women; light 
green for men. This is one of the 
morals of a color survey just com- 
pleted by Wrenn Paper Company, 
blotting paper manufacturer of this 
city. 

Ten blotters having the same de- 
sign and identical copy were print- 
ed in ten different colors and dis- 
tributed by color to 4,000 homes of 
varying income ranges throughout 
ten different sections of metropol- 
itan St. Louis—400 blotters to a 
section. Four to seven days after 
distribution of the blotters, trained 
investigators, knowing which color 
had been received by each respon- 
dent, conducted interviews, using 
the research method of aided rec- 
ognition and recall. 


Four Questions Asked 


Four questions were asked: Did 
you happen to receive a blotter like 
this? Do you happen to remember 
the color of the blotter you re- 
ceived? Did you happen to read any 
of this? (pointing to the copy). Did 
you happen to know what company 
or what product was being adver- 
tised? 

When the interviewer asked ques- 
tion two he showed the respondent 
a set of five of the ten blotters, in- 
cluding the color which the respon- 
dent had received. When question 
four was asked, the investigator 
turned the blotter face down to hide 
the name of the advertiser and 
product. 

The survey was conducted among 
1,000 women, 100 interviews being 


obtained for each color. If those 
interviewed gave a negative answer 
to question one, no other questions 
were asked. Such answers, however, 
were included in final tabulations 
since they revealed the number of 
recipients which had been sent a 
blotter but failed to remember it. 
The survey was similarly conducted 
among men. 


Response to Colors 


Light blue ranked first with 
women in color stimulation to rec- 
ognition (recalling that a certain 
colored blotter had been received) 


color stimulation to reader-interest 
(recalling that copy had been read 
on a blotter of a certain color) and 
color stimulation to product identity 
(recalling the name of the adver- 
tiser or product advertised). 

Light green held first place with 
men in the first two tests, but gave 
way to dark green in the third. 
This was the more surprising as 
dark green rated poorly in the first 
two phases, 

Light green was the second most 
effective color with women in two 
tests, suggesting that it is the best 
color for mixed mailing lists. 


Agency for Truesdale 


The Truesdale Company, New 
York, manufacturer of colloidal 
aluminum hydroxide, has placed its 
account with Noyes & Sproul, Inc., 
New York. 


A&P Drops Posters 


After a two months’ trial, the 
Great Atlantic & Pacific Tea Com- 
pany has discontinued interior poster 
advertising in its self-service “super 
store” in New Orleans. 


@ RETOUCHING 


IN COLOR - BLACK AND WHITE 


Ida Jean Kain, famous New 
ork beauty expert, at The 
nbune-T elegram Women’s 
jwitute. Miss Kain’s fea- 
ure, “Your Figure, Madam,” 
pppears daily in The Salt 


ake ribune, 


WHERE do large numbers 


of women 
ideas in foods —personal 


that welds the 
learn new 


tered communities in the Salt 


widely scat- 


une-Telegram. 


The success of our second 
annual Women’s Institute, two 
weeks ago, is an example of 
Tribune - Telegram leadership 
in woman appeal. It is the 
largest attended event of its 
kind ever held in the inter- 
mountain region. Attendance 
exceeded 34,500. 


Such reader response repre- 
sents value that goes beyond 
circulation figures. It is typ- 
ical of the reader interest 


The Salt Lake Tribune 


MORNING AND SUNDAY 


National Representatives: 


REYNOLDS-FITZGERALD, INC. 


hennte—Dieme eee Baek Lake Market Area into a Telegram. 
Salt Pes tee Bagi tightly unified big-city mar- 
answer is clear: threugh the ket. a is typical of the 
pages of The Salt Lake Trib- reader interest that impels 


more people to spend more 
money for Tribune-Telegrams 
than for any other six news- 
papers combined in this ter- 
ritory. 


The one metropolitan news- 
paper medium substantially 
serving this rich four-state / 
market, The Salt Lake Trib- / 
une-Telegram, with one of the 
lowest milline rates in the 
publishing field, is a logical 
medium for the “A” schedules 
of sales-seeking advertisers. 


ONE 
UNIFIED 
“BIG CITY 
MARKET 


‘Salt Lake Telegram 


EVENING ONLY : 


Color Representatives: 


Member, ASSOCIATED WEEKLY 


Part of the record-breaking crowd at a cooking 
school during second annual Women’s Institute, 
April 4 to 8, sponsored by The Salt Lake Tribune. 
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CORNWALL, WITH 
J-W-T IN EARLY 
DAYS, SUCCUMBS 


Chicago, April 19.—Franklin W. 
Cornwall, a veteran of an early and 
exciting era in Chicago advertising 
and a member of that small but se- 
lect group which started J. Walter 
Thompson Company on its path to 
success here, died at his country 
home near Ottawa, IIl., Friday. Sev- 
enty-two years old, he retired sev- 
eral years ago. 

Former associates recalled today 
that Mr. Cornwall joined J. Walter 
Thompson in the late 1890’s when the 
agency’s new office here was headed 
by Charles ‘E. Raymond. Mr. Ray- 
mond died in 1935. 

Mr. Cornwall had previously been 
business manager of the Tacoma 
Ledger, Tacoma, Wash. Entering the 
agency field long before modern spe- 
cialization was even thought of, Mr. 
Cornwall demonstrated a high degree 
of versatility. Nominally an account 
executive, he did not disdain to 
search for new business, even though 


== 


small in size. He was responsible 
in part for Thompson’s appointment 
by Libby, McNeill & Libby, an ac- 
count which the agency still handles. 


Entered Lumber Field 


Leaving the agency about 20 years 
ago, Mr. Cornwall took charge of the 
advertising activities of the Long- 
Bell Lumber Company, Kansas City. 
His widow and one daughter survive. 
His passing followed by several years 
that of his brother, George Cornwall, 
who formerly conducted an agency 
here. 


HOTALING, FORMER 


POWER OF NEA, DIES 
Mapleton, Minn., April 19.—Her- 
bert C. Hotaling, a former president 
as well as the first executive secre- 
tary of the National Editorial Asso- 
ciation and publisher of the Blue 
Earth County Enterprise for nearly 
50 years, succumbed to a lengthy ill- 
ness here April 15. He was 73 years 
of age. 

Winning recognition in the state 
through his long career as editor and 
publisher of the weekly newspaper, 
Mr. Hotaling was perhaps _ best 
known for his successful efforts in 
building up the NEA. 

He was the first executive secre- 
tary of the association, taking office 


in 1919 in the newly established head- 
quarters in St. Paul. Although con- 
tinuing as publisher and editor of 
his newspaper, Mr. Hotaling devoted 
the greater amount of his time from 
that date to 1933 to expanding both 
the services and membership of the 
NEA. It was also during this period 
that he widened his acquaintances 
to include publishers from nearly 
every part of the country. 

Elected president of tthe NEA in 
1917, he served in that post for one 
year then resumed his duties as 
executive secretary until 1933. Had 
he lived, he would have celebrated 
the 50th anniversary of his own 
paper in June. 


R. B. FARSON DEAD 

Louisville, Ky., April 18.—Robert 
Bruce Farson, Jr., 55, founder and 
president, Farson & Huff Advertising 
Agency, died last Thursday after a 
brief illness of heart trouble. Mr. 
Farson organized his own agency in 
1935 after service with the Chambers 
Agency and Gardner Advertising 
Company. Prior to his work here, 
he served J. Walter Thompson Com- 
pany and Williams & Cunnyngham, 
Chicago. 

Born in St. Charles, Ill., Mr. Far- 
son began his business career as a 
copywriter for the Chicago Tribune. 
He is survived by a widow, two sons 


ADVERTISING CORP. 
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UNIVERSAL 


NOTICE 


Exceptional 3-sheet poster showing 


AVAILABLE MAY 1938 


Approximately 1400 panels all 
high-spot locations. 99% right 


hand shots. 


Circulation more than 14 million 


daily. 
s 


Covering Manhattan, Bronx, 
Brooklyn, Queens, Westchester 
Counties in New York State. 
Bergen, Essex, Hudson, Passaic 
Counties and Elizabeth, New 
Brunswick, Trenton, and Camden 


in New Jersey. 
» 


Complete list of locations and cost 
will be furnished on request. 


UNIVERSAL ADVERTISING CORP. 
444 Madison Ave., h. Yy. 


NATION-WIDE THREE-SHEET POSTER SERVICE 
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FEMININE APPEAL 


Young & Cooley, Chicago Plymouth dealers, borrowed display material from 
L. C. Chase & Co., New York textile sales organization, to lure feminine buyers. 


IN CAR DISPLAY 


and a daughter. Burial 


Springfield, Mo. 


was in 


ARTIST PASSES 

Miami, April 19.—Robert E. Mur- 
phy, well known artist, who was a 
member of the advertising staff of 
the Miami Tribune until its dissolu- 
tion last December, died here last 
week after a short illness. Mr. Mur- 
phy, who was 63 years old, saw serv- 
ice on every newspaper in Miami. 

Before entering the Miami news- 
paper field, he was advertising man- 
ager of W. F. Morang & Son, Miami, 
real estate firm, and before that was 
in the advertising departments of 
newspapers in Birmingham, New Or- 
leans and Atlanta. 


J. I. DILLON TAKEN 
Philadelphia, April 18.—Funeral 
services were held here Thursday for 
John Irving Dillon, 67, for many 
years publisher of the Philadelphia 
Sunday Dispatch. Mr. Dillon died 
April 12. 


C. F. KELLY, NEWSPAPER 


REPRESENTATIVE, DEAD 
Larchmont, N. Y., April 18.—Cor- 
nelius Francis Kelly, president of 
the Kelly-Smith Company, newspaper 
representative, and publisher of the 
Herald News, Fall River, Mass., died 
at his home here Friday night. He 
was 64 years old. 

Mr. Kelly, who formed the Kelly- 
Smith Company in 1910, was also 
associated with the management of 
several other newspapers, including 
the Evening News, Perth Amboy, 
N. J.; Birmingham News and Age- 
Herald, and Montgomery Advertiser. 


a 


MACK VICE-PRESIDENT, 


W. R. EDSON, SUCCUMBS 
New York, April 18.—-After an ill- 
ness of several months, William Rus- 
sell Edson, vice-president of Mack 
Trucks Inc., died April 14. Long a 
leading figure in the motor truck in- 
dustry, Mr. Edson had been asso- 
ciated with Mack Trucks Ine. since 


—_—. 
—=>= 


the inception of the present corpora. 
tion in 1911. 

In his 27 years in the company’s t: 
service, he filled a number of execy. 
tive positions and took an active part 
in the management. During the last 
five years he had direct charge of the 
company’s sales organization in both 
domestic and foreign fields. 
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TAFT LOSES SECRETARY | “* 
Cincinnati, April 18.—Miss Mildred | ~ 
C. Macbrair, 64, secretary to Hulbert 
Taft, publisher of the Cincinnati 
Times-Star for nearly 30 years, died 
Sunday of pneumonia. 


Spat 6 


C. E. COOK DEAD 

Akron, O., April 20.—Clarence E. 
(“Coxie’’) Cook, 58, one of the B. F, 
Goodrich Company’s best known} 
executives and for many years mab: 
ager of Goodrich mechanical goods 
sales, died April 16 at his Akron resi- 
dence after a long illness. He had 
been with the company since 1905 
and formerly had charge of all Good: 
rich branch operations. Funeral serv: 7 
ices were held today. 


HAMMETT PASSES i 
Chicago, April 19—Leonard M9” 
Hammett, 62, veteran of the news B 
paper advertising field, died Monday 
of a heart attack. Mr. Hammett spent 
four years with the sales service de 
partment, Chicago Daily News, com: 
ing from the Chicago Herald and Er 


aminer, which he served for 14 years. bac 
Ses der 
Account to Broeder bet 


Clifford F. Broeder Advertising 
Agency, St. Louis, has been appointed 
to handle the advertising of Stok-A 
Fire Company, Inc., St. Louis matt 
facturer of automatic coal stokers 
Direct mail and business public# 
tions will be used. 


Now in Two Divisions 

Clark-Hooper, Inc., New York, has 
announced the division of the orgat! 
zation into two corporations, C. 2 
Hooper, Inc., and L. M. Clark, Int, 
both of which are to continue in the 
advertisement reporting business. 


Send your samples by mail to selected 
lists. It’s quick. It’s effective. It insures 
delivery. It gets undivided attention. 


The accuracy of B-D national mailing 
lists, and the speed and capacity of B-D 
addressing and mailing services make 
the mailings economical and effective 
in any quantity from hundreds to mil- 
lions. Write today for complete infor- 
mation. There is no obligation. 


BUCKLEY, DEMENT & COMPANY! 


(1300 JACKSON BOULEVARD, CHICAGO . . . MONroe 6100 
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$2,000,000 RADIO CENTER RISES IN HOLLYWOOD 
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' Biedermann New ' 
National Manager 


Leon F. Biedermann, who has been 
' Western advertising manager, Chi- 
cago Daily News, has been appointed 


He succeeds Thomas Bohan who 
will join the Chicago office of This 
Week May 1. 


Py 


Test for Vitamint 


4 Vitamint Corporation, Boston, has 
‘introduced Vita-Beaut Milk-Skin Lo- 
tion to the Eastern market, using 
‘radio and newspapers. Maurice Gold- 
‘smith has been appointed advertising 
‘manager for the new product which 
-is sponsored by Madame Yvonne, 
} American representative of Interna- 
‘tional Beauty Research Foundation. 


N IMPOSING group of successful 


advertising executives find this 


. alucky number. It enables you to use 
® a service consisting of ad-setting, en- 
) graving, printing and creative ability 
> -all under one roof... Specially 
trained men are always on their toes 
" to serve you so well that you will come 
I back again. We can lighten your bur- 

dens—and at the same time produce 

better and more profitable printing 
S for you—ata saving of time, trouble 
| Phone Wabash 7820. 


FAITHORN 


and money. 


CORPORATION 
AD-SETTING ~ ENGRAVING + PRINTING 


resembling motion picture studios. 


fd SEM ge Ee gs ee ae eo Seger 
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New Hollywood radio center being erected by National Broadcasting Company embodies four individual sound stages 
Provision is also made for television broadcasts of the future. 


BIG NAMES NO 
GUARANTEE OF 
RADIO SUCCESS 


Other Ingredients Just As 
Important 


(Editor's Note: Advertising 
Age has just completed a study 
of radio’s trend toward Holly- 
wood, and its advertising and 
merchandising implications. This 
is the second of three articles.) 


Hollywood, Cal., April 21.—The 
rush of radio business to Hollywood 
is an effort to eliminate speculation 
from big time network productions 
through the use of famous names 
which are assured audience-getters. 
That is the most logical explanation 
for the increasing importance of this 
center of the entertainment world 
to advertisers interested in radio. 

However, experience in this sector 
of the broadcast advertising front in- 
dicates that in spite of the initial 
advantage of a cast made up of 
picture stars whose following is large 
and enthusiastic, merely having big 
names which are box-office in motion 
pictures is not enough. Listeners 
may tune in once, the record shows, 
but they stay only if the program of- 
fers real entertainment. 

While picture stars now being used 
on radio include some who have been 
top-flight successes, there are other 
examples, somewhat painful to con- 


| 


pied dwellings. 


released. 
The Pacific Rural Press 


in advertising—the state’s 


values since 1934. 


i 


| California..... 
The Pacifie Rural Press 


The market with the rainbow ‘round its shoulders 


| 
| California LEADS all other states in cash agricultural 
| ncome—$678,000,000—$4,500 per farm in 1937. 

| The Pacific Rural Press LEADS all other farm papers in 
| 


California coverage. Reaches 3 out of 5 farms with occu- 
ABC circulation 81,403. 


California’s farm area is the only one in the United States 
to buy more new than used cars—USDA figures recently 


| automotive linage—51,312 lines in 1937. 
| California farmers spend several million dollars annually 


‘\ The Pacific Rural Press LEADS all other state farm papers 
as the almost EXCLUSIVE medium which farm organiza- 
‘tions select to reach farmers. 


California shows the greatest gain of any state in livestock 


The Pacific Rural Press LEADS other state farm papers 
9 to 1 in purebred livestock linage. 


THE PACIFIC RURAL PRESS 
| SAN FRANCISCO—LOS ANGELES 
REPRESENTED NATIONALLY BY THE KATZ AGENCY 


LEADS all other farm papers in 


largest advertiser. 


(First 3 months, 1938.) 


template and recall, who have been 
what Variety is wont to call floppos. 
In other words, even with a huge 
investment in big names, the adver- 
tiser still has his job of building a 
show which will click with radio 
audiences. 

The Maxwell House Coffee Good 
News program, featuring M-G-M 
stars, is relatively successful, and is 
gradually improving its position after 
a poor start. Here is a cast which 
costs $25,000 a week (paid to Metro 
and reputedly distributed 100 per cent 
to the players participating in each 
broadcast) but which is still well 
down the list in point of popularity. 

Then there was the Warner Broth- 
ers deal with American Tobacco 
Company for the Hollywood Hit Pa- 
rade, in which, like M-G-M’s arrange- 
ment with General Foods, all of its 
stars were available for the broad- 
casts. In fact, its contract was much 
more favorable to the advertiser, ap- 
parently, in that the latter was able 
to pick and choose for its radio casts 
from the Warner Brothers array of 
stars, while considerable leeway is 
given to M-G-M in the shows it co- 
operates in preparing for Maxwell 
House Coffee. 

Yet the Hollywood Hit Parade 
failed to click, and is now off the 
air. Insiders give a good many ex- 
planations for the failure of the 
show, including too much interfer- 
ence with stars from New York head- 
quarters of the sponsor. But even 
making allowances for this angle, the 
fact remains that the Hollywood Hit 
Parade, headed by the ingratiating 
personality of Dick Powell as m.c., 
did not get over to the public. 


On the Other Hand— 


This experience can be offset, of 
course, by citing the steady success 
of Campbell Soup’s Hollywood Hotel 
program, which has gone right along 
with its picture star material and 
has won a fine following among radio 
fans. And the Lux Theater program 
directed by Cecil B. DeMille is an- 
other radio show based largely on 
the appeal of motion picture stars 
and atmosphere which is ranked by 
the experts as among the substantial 
successes of Hollywood radio. 

It all gets back, then, to the ques- 
tion ef material and the entertain- 
ment value of the show itself. And 
it is interesting to note that the hits 
which have been scored on radio pro- 
grams featuring picture stars have 
in many cases been credited to per- 
formers without film reputations. 

Edgar Bergen and Charlie McCar- 
thy promptly stole the show from the 
picture celebs when Chase & Sanborn 
rushed to Hollywood for an all-star 
cast of picture names which would 
wow the radio world. Now the show 
is known simply by the name of Ber- 
gen’s famous blockhead. And the 
brightest spot in the Maxwell House 
Coffee show which features so many 
successful motion picture stars is 
M-G-M’s Fanny Brice, whose Baby 
Snooks was a hit on the stage and 
never had been done in pictures. 

From this standpoint, it may be 
argued that radio is doing more for 
pictures than the films are doing for 
radio, since Charlie McCarthy and 
Fanny Brice now have box-office ap- 


REPORT @ 


of the country’s leading industry 
by the industry’s leading magazines 


How many industries in which you are selling 
can make this kind of a first-quarter report? 


The dollar volume of engineering construction was 
17% ahead of the first quarter of 1937 .. . nearly 
$700 million against $500 million. Since the first of Janu- 
ary construction has heen uniformly ahead of last year. 


There was a big increase in the number of projects 


over last year. No spurts, no recessions in this big- 
gest first quarter in seven years. 


Private construction (projects financed by private 

capital) was 5% ahead, while public construction 
(sewerage, streets and roads, public buildings, earth- 
work, etc.) was 29% ahead. 


New capital released for construction during the 

first quarter ran nearly even with the big releases 
a year ago. The release of federal millions for public 
works at an early date is a foregone conclusion. 


Based on studies of past behavior, cyclical trends 
and present activity the construction industry is 
estimated to be heading for a 61/2 to 7-billion-dollar year. 


Correspondence to Engineering News-Record and 
to Construction Methods & Equipment regarding 
equipment, materials and supplies and in connection 
with other published material has been unusually brisk 


since December. 

7, Me oO y It's good business to concen- 
, 7 7 trate advertising where busi- 

ness is good . . . where circulation and readership are 

greatest ... where cost is lowest ...in Engineering News- 

Record and in Construction Methods & Equipment. 


11 12 13 F Published by McGraw- 
7 7 7 Hill at 330 W. 42nd St., 
New York .. . The highest net paid circulation, the 
greatest number of readers (over 200,000), and the low- 
est cost per thousand in the industry. 


(Continued on Page 23) 
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Powel with Institute 


of Public Relations 
Harford Powel has disposed of his 


interest in Kimball, Hubbard & 
Powel, Inc., New York, to join In- 
stitute of Public Relations, New 
York. Mr. Powel, who was vice- 


president and secretary of the agency, 
will be retained by the agency in an 
advisory capacity. 

Morgan S. A. Reichner has been 
elected secretary of Kimball, Hub- 
bard & Powel. He has been associ- 
ated with the agency as general ex- 
ecutive and vice-president for four 
years. 


Big Nicholl Drive 


Nicholl, Inc., Los Angeles, will run 
the largest campaign in its history 
for Nicholl Velvet Shaver this year. 
Newspapers in 96 cities, as well as 
a schedule in Collier’s, Esquire, For- 
tune, Life and Sunset will be em- 
ployed. Emil Brisacher & Staff, Los 
Angeles, is the agency. 


Flanagan with Offset 


Joseph Flanagan, formerly with 
James F. Newcomb Printing Com- 
pany, New York, has joined Offset Re- 
productions, Inc., New York. He will 
be attached to the estimating and 
production department. 


INTERNATIONAL 
PRINTING PAPERS 


Ticonderoga Book 
Champlain Book 
Saratoga Book 


Saratoga Cover 


Lexington Offset 


Made by 
INTERNATIONAL 
PAPER COMPANY 

220 East 42nd Street 


NEW YORK, N. Y. 
BOSTON CHICAGO CLEVELAND 


MASS MAILINGS 
SWEDEN'S OFFER 
TO ADVERTISERS 


Stockholm, April 18.—The Swedish 
Post Office has given a great stim- 
ulus to direct mail, and therefore 
to its own business, by a plan just 
announced whereby advertisers may 
send communications to any seg- 
ment of the city or country without 
the formality and expense of ad- 
dresses. 

The Post Office is equally oblig- 
ing, regardless of the problems of 
the advertiser. If he is selling a 
general consumer product and 
wishes to advertise it to the resi- 
dents of an exclusive section of the 
city, the Post Office will take care 
of distribution without annoying 
the advertiser with details. Or, if 
he is interested merely in address- 
ing the druggists of the country, the 
mechanism is immediately made 
available by the Post Office. 


Looks Like Letter 


The advertising is made up to 
resemble a letter and is equipped 
with a stamp resembling the ordi- 
nary cancellation mark to improve 
its chances of getting attention. A 
general address such as “To the 
House Wives of Stockholm,” is sug- 
gested. 

If the advertiser is in the market 
for mailing lists, the Post Office is 
again the perfect source of supply. 
According to the latest announce- 
ment, lists of all kinds are avail- 
able. 

The smallest number of letters 
accepted under the blanket mailing 
plan is 500, the rate being slightly 
less than one cent each. For 50,000 
letters and over, the charge is about 
one-half cent. 


Bergen Crest to Levy 

New York and New Jersey Mauso- 
leum Company has appointed the 
Raymond Levy Organization, New 
York, to handle a campaign for its 
Bergen Crest mausoleum. Metro- 
politan newspapers in the New York 


area and direct mail are scheduled. 


Getting Personal 


New York Ad Club diners were 
startled the other day when a 
brass band parade disrupted their 


luncheon session and marched 
right up to President Lowell 
Thomas. The delegation, led by 


Dick Borden (s.p.m., Borden Com- 
pany) challenged the famous 
Thomas soft ball team to a match 
in behalf of the Sales Executives 
Club. The luncheon guest of the 
day, Warden Lewis E. Lawes of 
Sing Sing, remarked that some of 
the visitors looked fit and ready to 
serve on his team! ... 


Gilbert Kinney, new chairman 
of the Four A’s, wields the gavel 
outside of business, too. Up in 
Greenwich, Conn., where he makes 
his home, he’s chairman of the 
Town Plan Commission. . . 


FORCE OF HABIT—Albert E. Green- 
field, who recently resigned as adver- 
tising manager, Julius Marcus Cordial 
Company, New York, tastes the Curacao 
orange in Curacao, Dutch West Indies. 
The peel of the fruit is shipped all over 
the world for manufacture of liqueurs. 


When Bowling Green, famous 
historic spot in downtown Manhat- 
tan, was re-dedicated the other 
day, it was John A. Brown, So- - ——s ee 
cony-Vacuum Oil prexy, who presided. He brought along a choral 
group made up of SV employes, whose lusty tones echoed through sur- 
rounding skyscrapers. . . 


One of the best known receptionists in adland, Grace Lullman, who 
graces the Y. & R. front desk, will middle-aisle it next month with J. M. 
Pike. .. Bill Thomas, of the same agency, returns this week from a va- 
cation at his parents’ home in Virginia. . . 


H. J. Grossman, s.p.m., Julius Wile & Sons, will step out in person 
next Friday to show a bunch of professional hosts how to really do 
their stuff. He’ll be featured at the Atlantic City convention of the 
New Jersey Hotel Association... 


Campaign offices have been opened in Chicago to back a move- 
ment for a city manager form of government, among those on the com- 
mittee being Frederick W. Giesler, Ruthrauff & Ryan; James C. Ewell, 
United States Advertising Corporation; E. W. Stephenson, General 
Outdoor Advertising Company; H. R. Van Gunten, Lord & Thomas; 
Charles C. Livingston, Cruver Mfg. Company; Philip Bernstein, Meyer 
Both Company; H. G. Carnahan, Carnahan-Hanson Company; W. H. 
Evans, Evans Associates, and Victor G. Lowrie, McCann-Erickson. . . 


The winter-long intra-station competition of KSL, Salt Lake City, 
in the bowling singles was won by Frank McLatchy, KSL account ex- 
ecutive, who averaged 177. Second money was taken by Bandman 
Shirl Thayne and Byron Ray put the copy department in the show 
class with third... 


Though admittedly a lover of 
art, Sam Wingfield (K. & E.) was 
taken a little off guard the other 
day when he visited an outdoor 
sculpture exhibit. A beautifully de- 
tailed little statue caught his eye 
and at once he had visions of a 
cute decoration for his bar, worth 


perhaps, 15 or 20 bucks. But 
casual inquiry revealed that all 
the sculptor wanted was 650! ... 


Gilbert T. Hodges, New York 
Sun, started the ball rolling for 
New York admen when he signed 
up as No. 1 for attendance at the 
AFA convention in Detroit. Henry 
Obermeier, a.m., Consolidated Edi- 
son Co.; P. V. D. Lockwood, a.m., 
New York Central System; Don 
Bridge, advertising director, New 
York Times—among others—were 
bitten by the bug and entered 
reservations. . . 


BOWLER — John 
restaurant head, a bowling enthusiast, 
presents S. F. Manning, commissioner of 


R. Thompson, chain 


American Bowling Congress, with a 

trophy for the singles champion in the 

tournament just ended. Knute Ander- 

son, Moline, Ill., took the cup with a 

746. Mr. Thompson bowled with one 

of the three teams representing his chain 
in the tourney. 


Henry C. Flower, Jr., v.p., J. 
Walter Thompson Company, will 
head the professional section of 
the Committee on Firms in the 
$10,000,000 campaign of the Great- 
er New York Fund to be launched 
May 2 to supplement the finance 
of private welfare and health agencies. .. W. T. Harter, assistant a.m. 
of New Orleans Public Service, Inc., will preside over all meetings of 
the Young Men’s Business Club for the next six months. . 


Norman S. Rose, Christian Science Monitor a.m., has returned to 
Boston from the Pacific Coast where he visited Monitor offices and ad- 
dressed advertising clubs in San Francisco, Seattle and Portland. . . 
Ray A. Ilg, v.p., National Shawmut Bank of Boston, and active in Fin- 
ancial Advertisers Association circles, is author of the new book 
“Public Relations for Banks,” published by Harper & Brothers... 


Red Motley, Western manager of the Crowell Publishing Com- 
pany, who still signs his letters with that red pencil, received congratu- 
lations from T. L. Brantly, national a.m. for Collier’s, for his help in 
making Collier’s April the biggest in its history. 


Charles H. Booth, formerly advertising manager of the Johnson Oil 
Refining Company, Chicago, and now in the building material business 
at Onargo, Ill., was married April 14 to Miss Virginia Ellis. 


John Sanders, who is in the window display department of Na- 
tional Distillers Company, Chicago, is the proud papa of Mark Crain 
Sanders, who arrived March 29. Mrs. Sanders was Mary Elizabeth 
Crain. . 


The Women’s Advertising Club of Milwaukee is all ready for 
its seventh annual card party at the Eagles Club April 25. Proceeds 
will go into the club's scholarship fund which is given to a senior 
woman journalism student at Marquette University. Clara Helen Pahl, 
E. F. Pahl Company, is chairman. . . 


Light Mennen 7 


Copy Blown up 
for Retailer; 


(Picture on Page 31) 

New York, April 19.—Following the 
recent introduction of cartoon style 
copy in magazine and newspape 
campaigns, Mennen Company, Ney. 
ark, this week adapted the san, 
theme to a series of point-of-py,. 
chase displays, thus establishing , 
light-hearted appeal as the year, 
merchandising keynote for all prog. 
ucts. 

Small space cartoons, drawn jy 

Richard Taylor, will be carried jy 
six national magazines and 22 new, 
papers in as many cities. Initia} jp 
sertions have attracted considera}, 
favorable trade comment, with th 
result that blow-ups are being fy). 
nished retailers for use as windoy 
and counter displays. 
Mennen recently returned to neys. 
papers after a three-year absence 
Scientitic copy, featuring W. G. Mep. 
nen, formerly appeared in newspaper 
promotion. 

The transition from this serioy 
approach to cartoon copy does no 
constitute a complete about-face jy 
merchandising technique, according 
to H. M. Kiesewetter Agency, hap 
dling the account. Mennen mag, 
zine advertising last year employed 
trick photographs and humoroys 
copy. 


Philosophy of Alden 


The current campaign traces back 
to the idea held by John Alden, Mer. 
nen advertising manager, that a be: 
ter promotion job could be done by 
using many insertions in small space 
than by the opposite procedure. In 
seeking quick-reading copy boasting 


toons. 


ing, 
identified with any other product. 


Newsweek, 
Post and Time. 
now about to go off the air for th 
summer but due back in the fal 
consists of a 15-minute, once a week 
comedy-variety show, “Cheer [) 
America,” carried by an NBC Ré 
network. 


Myers Has New Post 
William M. Myers, formerly wil 


been named publicity director © 
Alderney Dairy Company, Newark. 


In Atlanta 
THEY LISTEN TO 


Sell it to Cohen | 


Thru— 


Jewish Radio Station 


OPEN FOR SPONSORSHIP 


JEWISH NEWS PERIODS 


A FEW ONE-MINUTE 
SPOTS AVAILABLE 


M erchandisin§ 
Service 


Jewish Market 
Information 


-WLTH: 


NEW YORK 


the attractiveness of pictures, an a) 7 
ceptable answer was found in care 


Magazines on the Mennen schedukpe 
include American, Collier’s, Esquir.i. 
The Saturday Evening. 
Radio advertising= | 


L. Bamberger & Co., Newark, bag q 
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Mr. Taylor was selected as the ar) 9% 
ist because of his distinctive tech) 
nique, is well known as a frequent 
contributor to humorous magazines) 
and is new to commercial cartoon] 
his style therefore not bein) 
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Ing a 
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Prod. 
in by 
ied ip 
news. 
‘ial in Hawaiian Macadamia Nut Company, 
lerable ; Honolulu, is planning to introduce the 
th the ‘ macadamia, native of Australia, into the 
2 fur. United States. 
vindow ———— 
=} BIG NAMES NO 
bsence } 
7. Men 
=|) GUARANTEE. OF 
serious 
eS Not 
“=| ) RADIO SUCCESS 
cording 
y, hap 
mage fe 
nployed (Continued from Page 21) 
MoOrous : peal that should make money for any 
Dpictures they appear in. And some 
S established picture stars like Bing 
os ted i Crosby and Burns and Allen got 
-n, Men » their chance on the screen only be- 
st a bet CAUSE of their popularity in radio. 
done by Tide Still Westward 
ta ‘“ With all of these facts to ponder, 
Sonali and with plenty of room for qualify- 
s an acta 28 the desire to enlist picture names 
* a for radio programs, sponsors are still 
“Overy much in the market for screen 
a talent. That is why so many adver- 
) the art Mtising agencies representing the big- 
ive bee Macest radio advertisers are familiar 
frequen! We occupants of Hollywood boulevard of- 
agazine, Hefices. That is why more studio fa- 
cartoon) Wcilities are having to be provided by 
ot being ia the networks, and that is why na- 
oduct. _festionl advertisers in New York and 
schedule other important centers of advertis- 
Esqur@® ing in the East now listen so atten- 
Eveni® tively to the Hollywood heart-beat. 
ors They should keep in mind, how- 
r for & Hever, that the market for talent is 
the be prmevnat bearish at present, and not 
2 tr Fallow themselves to be oversold on 
ote ad ithe value of screen stars as radio 
] fodder. They should remember that 
Hollywood film companies are wor- 
ried over loss of volume of picture 
Post business, and are cutting costs 
erly wit## wherever possible, including the cost 
wark, hss pot talent. And they should suggest 
rector s'0 their Hollywood agency represent- 
Newark. 


pAtives that a little cooperation mixed 
pvith the competition for high-priced 
talent would do advertising a lot of 
g00d. 

As one experienced agency exec- 
Utive pointed out, the picture indus- 
try has on file a complete record of 
the salaries paid by producers to all 
of the actors in their casts, and hence 
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can establish a reasonable price for 
future pictures. Radio has no such 
guide, and since skilful agents know 
how to pit buyers against each other, 
radio advertisers have undoubtedly 
paid top prices for Hollywood talent. 
If the heads of advertising agen- 
cies in Hollywood could agree on a 
plan of registering talent costs with 
a central organization, similar to the 
film idea, it would keep this expense 
from rising beyond reasonable fig- 
ures. The generosity of advertisers, 
however, is believed by the actors 
and their agents to have no limit, 
and they can hardly be blamed for 
believing that there’s still plenty of 
gold to be picked out of the air. 
Maybe the present business reces- 
sion will calm the feverish desire to 
hire big picture names for radio, re- 


gardless of cost, and will enable ad- 
vertisers and agencies to keep pro- 
duction budgets within what they re- 
gard as reasonable limits. They 
know there is a limit to what ad- 
vertisers can afford to spend for tal- 
ent, and they are beginning to real- 
ize that more money spent for able 
writers and other production aides 
might be a better investment. 


AMA Meets in May 
Current trends in marketing, ad- 
vertising media developments and 
the value of market research will 
make up the program for the mid- 
year meeting of the American Mar- 
keting Association, to be held in 


Washington, D. C., May 20-21. Dr. 
Fred E. Clark, of Northwestern Uni- 


versity, is president. 


“Post-Dispatch” Makes 


Reduction in Rates 


St. Louis Post-Dispatch has an- 
nounced a discount of one cent per 
line on all national and local run-of- 
paper display rates, effective April 15. 

This discount applies to open 
rates, space discounts and special flat 
rates and upon all space used after 
April 15 regardless of contract date, 
according to George M. Burbach, ad- 
vertising manager. 


New Jersey Council 
Gets Another $150,000 


The New Jersey Advertising Coun- 
cil won approval for another $150,000 
annual appropriation by a voice vote 
of the New Jersey Assembly. 

Lockwood Barr, temporary Council 
director, has resigned. 


Standard Tobacco 


Would Reorganize 


A petition for authority to reor- 
ganize under section 77b of the bank- 
ruptey act has been filed in the 
United States district court, New 
York, by Standard Commercial To- 
bacco Company. 

The petition was signed by Ery 
Kehaya, president, who hast a sub 
stantial interest in the Axion-Fisher 
Tobacco Company, Standard’s prin- 
cipal customer. 


Rogers Joins B&B 


James G. Rogers, Jr., will join Ben- 
ton & Bowles, Inc., New York, as 
vice-president May 1. For the past 
two years he has been with Lord & 
Thomas, New York, as account exec- 
utive. 
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DISTRIBUTION 
OF RETAIL SALES 


$10,135,000 


$7,558,864 
$3,521,954 
$3,237,501 
$2,721,911 
i a 
= - 


(000 OMITTED) 


$4,929,250 


the JIU largest market 
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Harry Bridge Agency 
Gets Two Accounts 


Harry P. Bridge Company, Phila- 
delphia, has been appointed to direct 
a business paper campaign for 
Vacuum Cleaner Corporation of 
America, Philadelphia, to introduce 
Cordomatic, self-reeling handle for 
vacuum cleaners. ‘Harry P. Bridge is 
account executive. 

North American Mutual Life Cor- 
poration, Wilmington, Del., has also 
named the Bridge agency to handle 
a mail order campaign. Walter S. 
Chittick is account executive. 


Janes Adds Duties 


George H. Janes, treasurer, H. B. 
LeQuatte, Inc., New York, has been 
elected secretary of that agency. He 
succeeds John E. Shepherd in this 
office. 


Jackson Joins McCall 


Joseph Hayes Jackson, formerly 
copy chief of Kelly, Nason & Win- 
ston, has taken a similar post with 
Chester H. McCall Company, New 
York. 


contractor readers provide manufacturers 
most direct method of contact at lowest 
cost with largest bona fide list. (Adver- 
tisement). 


GET RETAILER 
ON YOUR SIDE, 
EXPERT ADVISES 


Mrs. Hanford Writes Book on 
Her Specialty 


New York, April 21.—Fallacies of 
merchandising plans which ignore ex- 
istence of the business paper are 
pointed out by Mabel Potter Hanford, 
business paper space buyer, Batten, 
Barton, Durstine & Osborn, Inc., in 
“Advertising and Selling Through 
Business Publications,” published to- 
day by Harper & Brothers. 

Mrs. Hanford listed these fallacies 
as follows: 

“1. The popular salesman can al- 
ways get the order. He does not re- 
quire the backing of advertising. 

“2. The consumer will create the 
market and force the jobber and 
dealer to handle the product. 

“3. The dealer and jobber will be 
so enthused by the consumer adver- 
tising that it will not be necessary 
to explain where he fits into the sales 
picture. 

“4. General consumer advertising 
will be seen by the business man, and 
he does not require the announce- 
ment through his business publica- 
tion. 

“5. Advertising which reaches a 
business man when he is relaxed and 
reading for entertainment is most 
effective.” 

Perhaps the second of these objec- 
tions to business paper advertising 
is the most common, the writer says. 


The Astute 


“This fallacy applies primarily to 
general consumer products sold 
through dealers,” said Mrs. Hanford. 
“Human nature being what is it, it 
is the -are individual indeed who 
cannot be sold by the dealer on a 
substitute product. Producers of 


Dealer 


“Gold is where you find it—” 


And the nearest thing to it, from an advertiser’s 
standpoint—spending power—is found in its most 


concentrated form in the 


Toronto area. One-third 


of the purchasing power of the entire Dominion of 
Canada lies within an one-hundred mile radius of 


this city. 


Toronto alone pays more than a third of 


the entire nation’s income tax. It has a bigger share 
of customs receipts, bank clearings, building ex- 
penditure, etc., than any other city in Canada. 
Toronto people have a well-established habit—of 
sixty-two years’ standing—of doing their major buy- 
ing through the columns of The Evening Telegram. 


Undoubtedly 


TORONTO IS A “TELEGRAM” CITY 


THE EVENING TELEGRAM 


Largest Classified 
TORONTO 


New York: Dan A. Carroll, 110 E. 42nd St. 


Linage in Canada 


CANADA 


Chicago: J. E. Lutz, 435 N. MichiganAve. 


BIGGEST LIVING MAN 


JOINS ST. LOUIS CLUB 


6 


és 
CE Sg oA &% fr es 
ee * 


B MEYERS 
4 MASTADON* 


—s 


8 


Robert P. Wadlow, 21 years old and 8 feet, 7 inches tall, casts lot with St. Louis 


advertising organization. 


He weighs 487 pounds. 


His application classified him 


as a publisher's representative. 


many parts and pieces of equipment 
which go into the making of a prod- 
uct have imagined that all that is 
necessary is to acquaint the con- 
sumer with the virtues of those parts 
or equipment to have him insist that 
they become part and parcel of the 
product sold by the dealer. 

“Yet any merchant or dealer worth 
his salt can—and will—use the cus- 
tomer’s knowledge to the dealer’s 
own advantage, and if the product 
handled by him does not contain 
those parts or equipment the very 
fact of customer knowledge of com- 
peting equipment furnishes the dealer 
with the material for refuting all the 
arguments advanced by the cus- 
tomer. 

“Every salesman likes to have the 
buyer aware of the virtues of the 
product he is purchasing. It makes 
for easy and satisfactory sales. But 
the fact of his knowledge provides 
all the greater opportunity to win 
him over to a substitute article. The 
salesman is an expert, the average 
consumer an amateur, when it comes 
to selling arguments.” 


Viewpoint of Merchant 


Moreover, Mrs. Hanford pointed 
out, there is a background to dealer- 
handling where not all the pressure 
that consumer advertising or cus- 
tomer requests can bring to bear will 
prevail against a dealer’s experience 
in handling and selling. She quoted 
Jesse H. Neal, former secretary of 
Associated Business Papers, Inc., on 
this point: 

“The best retailers have reputa- 
tions in their communities that are 
stronger than the reputation of any 
piece of advertised merchandise. 
This reputation has been won through 
good service, and that means han- 
dling good merchandise. It is but 
logical that the merchant should be 
jealous of his reputation and that he 
should resent any effort, however well 
meant, to belittle him or compel him 
to handle goods that are not in line 
with his policy. 

“The retailer has achieved responsi- 
bility not because he has said ‘Yes’ 
to everyone who wanted him to sell 
certain goods, but because he has 
demonstrated that he knows how to 
interpret the wants of his clientele, 
to give them what they want, when 
they want it, at a price they can 
afford to pay.” 

Explanation of why this merchan- 
dising theory is fallacious, Mrs. Han- 
ford added, is superfluous in the in- 
dustrial field “where it is not conceiv- 
able that any general selling argu- 
ment could arouse any but the most 
casual interest of production, engi- 
neering or management experts—the 
most selective and exacting market 
in the world.” 


HOW TO USE TALKIES 

New York, April 19.—‘tHow to Use 
Talking Pictures in Business” is a 
weighty tome written by Lyne S. 
Metcalfe and H. G. Christensen and 
published by Harper & Brothers. 
Roy S. Durstine provides the fore- 
word. 

The exposition is written in an op- 
timistic and stimulating vein until 


it reaches Chapter 21, where it gives 
30 reasons why pictures fail. Among 
them are too much commercial plug- 
ging, unreality, too much length, too 
much about product and processes, 
lack of continuity, push-over sales 
being effected, repetition, etc., etc. 
The impression received by the 
reader is that the production and 
distribution of talking pictures re- 
sembles radio programs in _ that 
everyone thinks he knows all about 
it, but a terrific failure is likely un- 
less real experts are retained. 
Myriad uses for good talking pic- 
tures are described, the list includ- 
ing use in export work, selling to 
consumers, showings in_ schools, 
auto-truck projection, group show- 
ings, theaters, and many others. 


Coming 
Conventions 


April 24-28— Annual convention, 
National Newspaper Promotion As- 
sociation, Waldorf Astoria, New 
York. 


April 25-27— Annual convention, 
Associated Business Papers, The 
Homestead, Hot Springs, Va. 


April 26-29— Annual convention, 
American Newspaper Publishers As- 
sociation, Waldorf Astoria, New 
York. 


April 30-May 1—Annual Eastern 
Conference of Advertising Women, 
Hotel Biltmore, New York. 


May 2-6—Annual convention, Pre- 
mium Advertising Association of 
America, Chicago. 

May 4-6—Spring meeting, Associa- 
tion of National Advertisers, West- 
chester Country Club, Rye, N. Y. 


May 10-12— Annual _ convention, 
Lithographers National Association, 
The Homestead, Hot Springs, Va. 


May 13-14—Annual convention, Ad- 
vertising Affiliation, Royal Connaught 
Hotel, Hamilton, Ont. 


May 17-18—Spring convention, In- 
land Daily Press Association, Sher- 
man Hotel, Chicago. 


May 19—Annual spring meeting, 
Insurance Advertising Conference, 
Hotel Roosevelt, New York. 

May 19-21—Annual convention, Na- 
tional Federation of Sales Execu- 
tive, Dallas. 


May 20-21—Midyear meeting, Amer- 


——— 
ican Marketing Association, Wag, 
ington, D. C. 


May 30-June 1— Annual CONVen. 
tion, Southern Newspaper Publigh. 
ers Association, Biloxi, Miss. 


June 12-15—Annual conven 
Advertising Federation of America 
Statler Hotel, Detroit. 


June 12-15—Annual conventigp 
Newspaper Advertising Executiyg, 
Association, Detroit. 


June 20-23—Annual meeting, yy 
tional Conference on Visual Edgy 
tion, Francis W. Parker School, Chi. 
cago. 

June 25-29—International Advert. 
ing Convention, Glasgow, Scotlang 

June 26-30— Annual conventigg 
International Association of Display 
Men, Mayflower Hotel, Washingtog 
a & 

June 26-30 — Annual Convention 
Pacific Advertising Clubs Asgogip 
tion, Ambassador Hotel, Los Ag 
geles. 

July 3-5—Annual convention, Trag 
Association of Advertising Distrijy 
tors, Detroit. 

Aug. 14-17—Annual conventigg 
International Association of Printing 
House Craftsmen, Boston. 

Aug. 16-19—Annual conventigg 
National Sign Association, Steve 
Hotel, Chicago. 

Aug. 23-25—Annual conventigg 
Outdoor Advertising Association ¢ 
America, Denver. 

Sept. 19-283—Seventh Internation 
Management Congress, Washingtoy 
D. C. 

Sept. 21-23— Annual confereng 
National Industrial Advertisers Ag 
sociation, Statler Hotel, Cleveland, 

Sept. 28-30—Annual conventiog 
Direct Mail Advertising Associatiog 
Stevens Hotel, Chicago. 

Sept. 28-Oct. 1— Annual conve 
tion, Association of National Adve 
tisers, The Homestead, Hot Spring 
Va. 

Oct. 8-9—Annual convention, Ng 
tional Advertising Agency Network 
Washington, D. C. 

Oct. 21-Nov. 3—Annual conventia 
Financial Advertisers Associa 
Fort Worth, Tex. 


Moss-Chase Named 


The Moss-Chase Company, Buff 
has been named to handle the accom 
of Magnus Beck Brewing Compalj 
Buffalo. Newspapers, radio and pm 
ers are being used, featuring @ 
slogan “Not the Most but the Best 
Edwin B. Dietrich is account exe@ 
tive. 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO . 


— 


——— aE Ul 


75% 


merchandise. 


of whom are located in cities of from 1] . 
thousand, the most fertile sales territory for 4 

If you want recognition for your 
in that area tell the Elk merchants about it in 
azine—The Elks Magazine—A B C—50 East 42nd 
York City—307 N. Michigan Ave., Chicago. 


What general magazine can identify every one of its readess 
or is able to tell you just how many retail merchasls 

various lines there are among those readers? 
of only one—The Elks Magazine. 


Retail Merchants? 
Yes, thousands. 


We kat 
Within the vast reall 
owner audient® 
this Magazine « 
more than one 
dred thousand™ 
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It Doesn’t Count Until It’s Read 


There may be a lot of good stuff and useful information in that pile of 


periodicals that little Jimmie is carting into Mr. Executive’s office, but it won’t 
count until it’s read. And in these days, you can be pretty sure that there are 


plenty of things which will postpone or prevent reading most of it. 


That’s why the wise advertiser is finding it worth while to concentrate 
on publications which represent essential reading—papers whose editorial content 


iS SO important or so compelling that 1t commands immediate attention. 


ADVERTISING AGE is that kind of paper. Live news, reporting 
significant developments in advertising and merchandising, in all lines, all over the 
country, forces the reader to give each weekly issue his immediate attention. Text 
and advertising both have an opportunity to fulfill the function for which they 


are designed, and reader and advertiser both benefit. Remember, it doesn’t count 


until it’s read! 


ADVERTISING AGE 


The National Newspaper of Advertising 
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MANHATTAN TO 
GET A PREVIEW 
OF 1939 FAIR 


New York, 
models, 


April 19.—Midgets and 
balloons and bands, will vie 
for public attention here April 30 
when some 200 floats representing 
business, industrial, civic, labor, and 
patriotic organizations parade 
through the streets of Manhattan 
and Queens in the World’s Fair 
motorcade preview. 

To be staged before an estimated 
1,000,000 witnesses exactly one year 
prior to the date of the official open- 
ing of the exposition, the preview 
has gained the support of an impres- 
sive array of advertisers, most of 


whom plan to tie up their float 
motifs with other consumer adver- 
tising. 


Since the purpose of the preview is 
to give the public a foretaste of what 
may be expected when the fair opens 
in 1939, many participants will fea- 
ture their floats with models of build- 
ings now under construction at the 
fair grounds. 

The motorcade will be completely 
mechanized and will include 300 
other vehicles besides the floats. A 
separate parade, expected to include 
200,000 marchers, will form’ in 
Queens and proceed to the fair site 
where the motorcade will be re- 
viewed upon arriving at its destina- 
tion. 

Floating on Air 


Typical of the ingenuity and 
thought which many advertisers are 
devoting to their floats is that of 
Continental Baking Company, whose 
float will appear to be actually float- 
ing on giant balloons although sup- 
ported by hidden pillars. This tie-up 
with extensive balloon advertising 
of the past will be further enhanced 
by having a midget seated on a 


Sell it to 


51,063 
Prosperous Families! 


If the SHREVEPORT TIMES is not 
down for an “A” schedule, better fire 
your advertising manager! 


Seriously, why don't you go after 
business where peovle can buy? 
We have no “recession” in the 


We're too busy drill- 
ing oil wells and building homes and 


Shreveport area. 


planting crops and selling merchandise 
and manufacturing commodities. 


Business here is not just normal— 


its ABOVE 
Any morning 
TIMES take 


more than 51.000 homes where people 


normal. 
SHREVEPORT 


into 


the 


will your message 


have the money to buy what you sell. 


P decvnectaaad 
Shreveport 


is one 


two papers to do 


one job. 


CENTRAL CHAIRMAN 


throne atop the display and blowing 
up giant balloons until they burst. 
Both Wonder bread and Hostess cake 
will be promoted. 

Philip Morris & Co. will have its 
best salesman, Johnny, riding in a 


midget car painted the familiar 
brown used On packages, and sur- 
rounded by cigaret girls bearing 


trays, also as seen in company dis- 
plays and magazine copy. 

Other users of the Lilliputian mo- 
tif will be Beech-Nut Packing Com- 
pany, Canajoharie, N. Y., which has 
employed traveling circuses in pro- 
motion and sampling for the past 
two years and which has built a com- 
plete circus car patterned after the 
traditional red and white wagon 
especially for the motorcade, and 
Brown & Williamson Tobacco Com- 
pany, which plans to have a cos- 
tumed penguin riding in a Bantam 
car. 

At least two national advertisers 
plan to exploit their radio shows 
through their motorcade floats. E. 
I. du Pont de Nemours & Co., Wil- 
mington, will have 10 costumed 
characters facing a microphone to 
call attention to its “Calvacade of 
America” program. 


McCarthy on Parade 


Standard Brands, Inc., will capital- 
ize on its “Chase & Sanborn Hour” 
with a float carrying animated re- 
productions of Edgar Bergen and 
Charlie MeCarthy and_ displaying 
giant photographs of other artists on 
the show. An announcer hidden in 
a huge reproduction of a dated coffee 
bag will introduce the stars and 
start the performance. 

Curtiss Candy Company, Chicago, 
will feature a giant bar of Baby Ruth 
candy and call attention to the en- 
ergy merits of the product. Western 
Union Company will have a_ band 
made up of regular messenger boys 
along with a blow-up of its telegram 
blank and several mobile telegraph 
offices recently developed and used 
for emergency service during last 
year’s Ohio floods. 

Symbolical exhibits 
ployed by Metropolitan 
ance Company, Otis Elevator 
pany, Mack Trucks, Inec., and West- 
ern Union Telegraph Company. 
will join the trend to 
stationing a group. of 
people on a platform on its float. 

Ingersoll - Waterbury 
Waterbury, Conn., plans a 
eight feet high, flanked by costumed 


will 
Life 


be em- 
Insur- 


midgets by 


models depicting the year 1892 when 
the company’s products were first dis- 


played at the Chicago World’s Fair 
and 1939, all tying in with the slogan, 
“Ingersoll Has Timed 150 Million 
Lives.” 

Leaders in List 


Com- 
Otis 
miniature 


Company, 
watch 


Havermale New 
Chairman of 


Central AAAA 


Chicago, April 18.—Homer Haver- 
male, vice-president of McCann- 
Erickson, Inc., was elected chairman, 
Central Council, American Associa- 
tion of Advertising Agencies, by the 
board of governors today, succeeding 
Maurice H. Needham, Needham, 
Louis & Brorby. Mr. Needham was 
elected a member of the board for a 
two-year term, as was H. M. Dancer, 
Blackett-Sample-Hummert, Inc. 

Kennett W. Hinks, J. Walter 
Thompson Company, was elected vice- 
chairman, and John M. McDonald, 
Buchen Company, _ secretary-treas- 
urer. 

New governors elected for two- 
year terms are Mr. Hinks, H. R. Van 
Gunten, Lord & Thomas, and Guy C. 
Smith, Brooke, Smith & French, De- 
troit. Governors who have another 
year to serve are Paul Blakemore, 
Coolidge Advertising Company, Des 
Moines; Leo Burnett, Leo Burnett 
Company, Chicago, and Mr. McDon- 
ald. 


late Company, Wilkes-Barre, Pa.; 
Railway Express Agency, and West- 
inghouse Electric & Manufacturing 
Company, Pittsburgh. 


NBC Issues Regular 


Television Schedule 

Radio Corporation of America and 
the National Broadcasting Company 
have started a four-week period of 


experimental television  transmis- 
sions from Station W2XBS. The 
schedule calls for five full hour 


broadcasts a week. 

In resuming field tests after being 
off the air for several months, NBC 
will present two series of broadcasts. 
Living talent shows and_ selected 
films are to be broadcast Tuesday 
and Thursday evenings, between 
8 and 9 o’clock. Afternoon broad- 
casts, on Tuesdays, Wednesdays and 
Thursdays beginning at 3 o’clock, 
will consist entirely of test charts 
and still pictures. 


Want Ad Drive Draws 
Support of 400 Papers 


Under the sponsorship of the As- 
sociation of Newspaper Classified Ad- 
vertising Managers, National Want 
Ad Week, promoted April 18-24, drew 
the support of more than 400 papers 
throughout the country. The event 
was the sixth annual promotion of its 
kind. 

Kight prizes, two in each of four 
population divisions, will be awarded 
to newspapers judged outstanding in 
the promotion at the association’s an- 
nual convention in Minneapolis, June 
13-16. 


New Electric Shaver 
in First Test Effort 


Roto-Shaver, latest electric razor 
on the market, will be seen in con- 
sumer advertising for the first time 
in the forthcoming issue of Ken, ac- 


cording to F. E. Moskovies, presi- 
dent, Roto-Shaver, Inc., New York. 


The razor will sell for $18.75. 

For the past four weeks the com- 
pany has limited its efforts to direct 
mail in an effort to place 2,000 shav- 
ers in the hands of users and gauge 
actual consumer reaction. This quota 
has almost been reached, Mr. Mosco- 
vies said. 


General Electric Uses 
Car Cards and Contest 


| General Electric Company has con- 
tracted for car card advertising in 
Chicago through Stearn Advertising 
Company, Cleveland. The campaign 
will feature a complete line of 1938 
electric refrigerator models. 


In connection with this car adver- 


Other national advertisers  plan- tising drive, a contest will be spon- 
ning floats include American Express sored, with fret pio a completely 
Company; American Telephone & equipped General Electric Kitchen 
Telegraph Company; Borden Com- Sar Tene SUR cOnpNtatiNe i Modes 

v» contest are all A. & P. stores, Wal- 
pany; Coca Cola Company, Atlanta; green Drug Stores and Common- 
Elgin National Watch Company,} wealth Edison Shops located in Chi- 
Elgin, Ill.; Firestone Tire & Rubber| cago shopping centers. 

Company, Akron; Ford Motor Com- ———aos 
pany, Dearborn, Mich.; Fuller Brush 


Company, Hartford; 
Corporation; 
Machines Corporation; 


General Motors 
International Business 
Libbey-Owens- 


Taylor to Wyatt 


Taylor Brothers, Ine., 
Salem, N. C., 


Winston- 


Wyatt Advertising Agency, 


Ford Glass ( ompany, Toledo; Loew S| as its agency. A radio program will | 
Inc.; National Cash Register Com-| be used for Wagonwheel smoking to- 
| pany, Dayton; Planters Nut & Choco-| bacco. 


NEW ‘WEEK’ IS 
DEDICATED 10 
SOLID COMFORT 


Chicago, April 21—The Simmons 
Company, manufacturer of beds, mat- 
tresses and couches, today sounded a 
vigorous anti-recession note in its 
plans for a special promotion, begin- 
ning May 10. 

At present staging its largest cam- 
paign since 1929, Simmons has sched- 
uled this National Comfort Week as 
a promotion for a broad list of its 
regular products. National announce- 
ment of the event, according to L. L. 
Murray, advertising manager, will be 
made with a two-color center spread 
in The Saturday Evening Post of 
that week. 

While this will be the extent of the 

company’s regular magazine schedule 
devoted to the week, Mr. Murray em- 
phasized that newspaper copy to be 
placed by 13,000 dealers would com- 
pare favorably in linage with that for 
similar promotions in the past. 
The Post spread will show a cut- 
away drawing of a complete house, 
pointing out the many reasons where 
Simmons products can be used. 

Price will be a dominant note in 
this and other copy, inasmuch as the 
promotion will feature products upon 
which the company has not set a 
standard price. This group does not 
include the Beautyrest mattress, the 
focal point for much of the com- 
pany’s regular advertising. 


Follows March Promotion 


Beautyrest, however, was substan- 
tially aided by a similar campaign in 
March. This promotion, as well as 
the current program of the com- 
pany, tied in with the popularity of 
“photo-crimes” in featuring photo- 
graphic stories with such titles as 
“The Case of the Bad Tempered 
Bride,” “The Strange Behavior of 
Mr. X” and “The Locked Door Mys- 
tery.” In each case the denouement 
stressed the importance of a good 
mattress and restful sleep as a rem- 
edy for upset nerves. 

Most copy placed by dealers dur- 
ing the May promotion will be sup- 
plied in mat form by the company. 
A portfolio of merchandising sugges- 
tions containing sample mats and 
window display arrangements was 
sent all dealers last week. 

The dealer’s response to this ven- 
ture has been optimistic, Mr. Murray 
said, with a large volume of orders 
for mats already received. Newspa- 
per copy on this promotion, incident- 
ally, is paid for entirely by the deal- 
er. The cooperative plan applies 
only to copy on standard price prod- 
ucts. Trade announcement of the 
promotion appeared this-week in a 
full-page insertion in National Furni- 
ture Review. J. Walter Thompson 
Company is the Simmons agency. 


“Radio Today” i in ABC 

Radio Today, New York, has been 
admitted to membership in the Audit 
Bureau of Circulations. 


ee 
——, 


Crossley Heads 


Marketing Chapte; 

Archibald Crossley, President 
Crossley, Inc., has been elected chair. 
man of the New York chapter, Amey. 
ican Marketing Association. Ng). 
son H. Seubert, Media Records, Ing 
was made vice-chairman; Lawreng 
B. Whit, president, Lawrence B. Whj; 
Organization, secretary; Frank 17 
Hypps, research director, Brown ¢ 
Tarcher, treasurer. 
A reception for the new officers, ty 
be followed by a dinner meeting, wij 
be held at the Advertising Club o 
New York April 27. 


Schlitz Joins in 


Brewers’ Radio Shoy 


Sponsorship of the Brewers’ Radi, 
Show Association was expanded lag; 
week when Jos. Schlitz Brewing 
Company, Milwaukee, signed to par. 
ticipate in the cooperative drive 
starting April 25, over stations jy 
Georgia, and North and South Caro. 
lina. 

The show, heard every Monday 
night, was conceived by Unites 
States Advertising Corporation, Tp. 
ledo. Individual brewers sponsor the 
show in their respective areas. 


Frank Miller Made 
Kelly-Smith Head 


Frank W. Miller, general manager 
of Kelly-Smith Company, newspaper 
representatives, was elected president 
las week, succeeding the late (. F 
Kelly. 

Others elected were M. Charles 
Rogers, vice-president in charge of 
Chicago office; Fred D. Stahl, vice. 
president in charge of Philadelphia 
office; James E. Mullins, secretary: 
Thomas R. Crawford, assistant secre. 
tary and treasurer. 


Test for Sentry 
The Sentry Stop-a-Draft, a device 
for eliminating underdoor drafts 
manufactured by Ray Steel Special- 
ties Company, is being promoted ip 
Cleveland with a test newspaper anid 


Ross, Cleveland, is the agency. 


Plan Peach Campaign 

The Georgia Association of Peach 
Growers will launch a $25,000 test 
drive this summer. Present plans 
call for advertising and marketing in 
Eastern cities of Georgia peaches, 


a grade label. 


Survaunt for Self 

R. E. Survaunt, St. Louis advertis 
ing executive, has established his own 
agency, Richard E. Survaunt & Asse 
ciates, in the Fullerton bldg., to spe 
cialize in direct and display advertis- 
ing and in screen-process reproduc: 
tion. 


Frantz Advanced 


Emerson Frantz has been appointed 
general sales manager of Bohl 
Aluminum and Brass Corporation 
Detroit. He has been with the Bolt 
organization since its formation. 


ell w HOTELS 


with 


THE HOTEL MONTHLY 


Wnember ABC and ABP 
Published by JOHN WILLY, Inc. CHICAGO 


1250 MILES 


has appointed Burton E. | 
Atlanta, | 
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RUSH JOB GOES 
AIR EXPRESS 


Delayed ad gets client’s okay at 5 p. m. Electros 

AIR EXPRESSED from New York make 
Florida papers next day! Cost? Unnoticed! 

Rush mats, plates, layouts—anything—by 

oa AIR EXPRESS—even 2500 miles over- ¥ 
night! Nation-wide service; also to ‘ 
Canada, Latin America, Honolulu, and ‘N 
Far East. Phone any RAILWAY EX- 


> RaiLwaY EXPRESS 


XS AGENCY, INE 


EXPRESS Division. 


radio campaign. Fuller & Smith & 


uniformly packed and shipped under i 
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[FOUR A’S GETS CONSUMER VIEW 
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|) OLDS PUBLIC 
“| RELATIONS JOB 
“} |S VITAL NEED 


(Continued from Page 1) 


ow cumstances which will promote so- 
adio cial as well as economic progress. 
last “The great lesson that business is 
wing learning is that people are interested 
be in more than just the product and 
> in S the price. They are interested in the 
‘aro. ) way things are done and in what 
might be called the social products 
nday J of industry.” 
hited Alertness in building a system that 
To has yielded a high standard of living 
r the has been accompanied by “unbeliev- 
able stupidity” in allowing the mech- 
' anism of this machine to remain un- 
| known to its beneficiaries, Mr. Gar- 
ead } rett said. 
lager ’ Public relations cannot be tacked 
paper on to a part of the business struc- 
‘ident ture. 
C. F ' “It is an operating philosophy that 
/ management must seek to apply in 
ales BO] everything it does and says. Too 
“s many of our so-called public relations 
“Aphis 5 efforts have been defensive measures. 
tary: We have been engaged in putting out 
secre fires rather than in removing the 
causes of trouble. Press agents, news- 
paper reporters, publicity hounds, 
lobbyists, psychoanalysts, pseudo- 
device scientists, straw vote experts and 
drafts dozens of other specialists have been 
pecial- drafted to perform a face-lifting op- 
fed in } eration, with results ranging from 
sr and F § ludicrous to the tragic. It must be 
ith & | | apparent that the typical handling of 
) public relations in the past will not 
measure up to the requirements of 
gn the future.” 
Peach 
0 test Where It Starts 
Baap The most obvious lesson to be 
aches. ™ learned, and seemingly the most dif- 
“under ge ficult, according to Mr. Garrett, is 
that good outside relations grow 
from good inside relations, and that 
a company must win and hold the 
verti: good will of its workers and of the 
is own | COMMunities in which it is located 
» Asso ' before it can hope to earn and hold 
to spe the good will of the larger public. 
lvertis: “None of these things is easy of 
produc accomplishment, but they will not 
_ even be difficult once industry sets 
about its public relations with the 
Same serious effort that in eras gone 
pointed by it set about its financing, engi- 
Bohit leering and production problems,” he 
ration, said. “They will not be nearly so 
e Boht dificult of accomplishment as time 
on. goes on if industry, mindful of its 
<= resporsibilities in the social order, 


begins to stand for some things and 
hot so often against things.” 

The task of selling the value of 
business to the public is an individ- 


ELS 
HL 


Cunencheneen ———— -———_—__——_-- - 


eadroma. BY tune 30% 
= g12,000 000 will have 


a ‘her station. 


Oklahoma City 


“PRESENT 
NTATIVE —__. THE KATZ AGENCY 


ual one for each company, and pri- 
marily a management task, Mr 
yarrett asserted in conclusion. 

“You and I and everybody working 
for industry must severally, and each 
in his own way, assign to himself 
this task, we must look upon public 
relations, not as something superim- 
posed, but as the way a business is 
conducted. It is the philosophy of 
management and its endless struggle 
to give the consumer more for less.” 


Sees New Trend 


Advertising cannot afford to flout 
the consumer movement, but instead 
must take cognizance of the chang- 
ing trend of the times and do its ut- 
most to clear up conditions which 
are open to valid criticism, Henry 
Eckhardt said, leading off the sympo- 
sium of the relationship of business 
and the public. 

Throwing off his advertising 
agency cloak, Mr. Eckhardt spoke as 
a consumer, and pointed out that 
there are four points of view in the 
advertising business which he and 
other consumers do not like, and 
which must be corrected. 

“We consumers are very simple,” 
he said. “All we want is more for 
our money—not only in actual in- 
trinsic values of the goods we buy, 
but in satisfactions. We have waked 
up to the fact that we have been 
suckers for thousands of years. And 
so we're developing a buying tech- 
nique which is catching up with your 
selling technique. 

“With the development of this buy- 
ing technique we have been forced to 
take a good look at advertising, and 
there are four points of view in ad- 
vertising which we don’t like at all: 


Viewpoint of Consumer 


“First, we don’t like that group in 
advertising which thinks it can out- 
smart the trend of the times, and 
that, for instance, despite such 
things as the Wheeler-Lea and the 
Robinson-Patman laws, they will be 
able to chisel on us consumers just 
about as successfully as before. 

“These bills are the consumer 
movement getting teeth. They may 
be just baby teeth, and they may be 
succeeded by grown-up teeth, but re- 
member that they are teeth. Con- 
sumer legislation is the trend of the 
times. Wouldn’t it be smart for you 
advertising men to cooperate with 
this trend of the times, rather than 
to chisel on it? 

“Another thing we don’t like is 
those of you who insist that all any 
attack on advertising needs to be de- 
feated is a rousing defense. Appar- 
ently this group in advertising has 
for its motto, ‘Millions for defense 
but not one cent for improvement.’ 
We consumers tell you that it is a 
mistake to defend those portions of 
the present system which are inde- 
fensible. Why spend millions on this 
hopeless task, when the real solution 
lies in creating a joint industry cen- 
sorship which will effectively elimin- 
ate those things which canot be de- 
fended? 


Propaganda Ineffective 


“Still another attitude we don’t 
like is the one which maintains that 
large propaganda expenditures can 
clear up the picture; that while pro- 
fessional consumers and others are 
attacking advertising, you can defend 
it successfully by praising it subtly 
through propaganda. We don’t like 
propaganda, and we’ve learned to be 
suspicious of it. 

“A fourth attitude which annoys 
us is the belief that consumers are 
not human beings. We are equally 
annoyed by those among you who use 
too much emotion to sell us goods, 
and by the complaints of those anti- 
advertising interests who tell us that 
all emotion should be removed from 
the selling process. We are human 
beings, and we recognize that emo- 
tion is the keystone of selling, but 
we believe that it should be used 
with care and a reasonable apprecia- 
tion of the facts.” 

Three developments in advertising 
won the approval of Mr. Eckhardt’s 
consumer, the first being the grow- 
ing realization that while advertis- 


ing’s primary job still is to sell 
goods, it has an important job also 
in helping to foster the social re- 
sponsibility of business and indus- 
try. The consumer is demanding 
that business recognize its social re- 
sponsibilities to the consumer, as 
well as its financial responsibilities 
to its stockholders, and advertising 
must follow this trend, he said. 

Consumers also realize, he main- 
tained, that advertising can and 
should expand its usefulness greatly 
by helping to popularize new and bet- 
ter products and thus work with ma- 
chines in increasing the comforts and 
raising the living standard of all the 
people. 


Asks More Efficiency 


The third current trend in adver- 
tising which consumers applaud, Mr. 
Eckhardt said, is the progress which 
is being made toward the elimination 
of advertising waste and the develop- 
ment of greater efficiency. 

“Formerly we consumers were not 
interested in advertising waste,” he 
said, “but now we realize that we 
pay for that waste, and therefore we 
are vitally interested in seeing it 
eliminated or reduced. We therefore 


like the increasing evidence of your 
use of controls for managing adver- 
tising and evaluating its perform- 
ance, with the idea of making it 
more efficient and less costly.” 

“Advertising’s next great technical 
advance will come,” Mr. Eckhardt 
asserted, “not through the develop- 
ment of more cleverness in adver- 
tising, but along the road to new cer- 
tainty with relation to its accom- 
plishments.” 

More effort, he said, must be made 
to learn the state of public opinion 
before a campaign is prepared, and 
then to learn the reactions to adver- 
tisements when they are running. If 
these two things are done, he said, 
advertising will greatly increase its 
efficiency, and eliminate the wastes 
which are now so valid a subject 
for consumer criticism. 

At the conclusion of Mr. Eck- 
hardt’s talk, the association paid 
tribute to Printers’ Ink on its 50th 
anniversary, and presented Roy 
Dickinson, president, with an illumi- 
nated scroll. 

W. Averill Harriman, chairman, 
Union Pacific Railroad, and part 
owner of Newsweek, told the four 


A’s members and their guests that 
business must not only cooperate 
with government in establishing sat- 
isfactory standards of living for the 
masses of the people, but that it 
must also take the initiative in this 
effort. 

“It is the responsibility of business 
to increase the standard of living,” 
he said, “and business. therefore 
should support every practical meth- 
od of expanding the use of agricul- 
tural and manufactured products.” 
Using agricultural products as an ex- 
ample of what might be done to in- 
creas business activity and raise the 
standard of living, he pointed out 
that the per capita consumption of 
numerous farm products, such as 
milk, could and should be raised. 


Must Keep Eyes Open 


Business must also keep a con- 
stant weather eye open on the status 
of public opinion, and cannot afford 
to permit political pressure to take 
it unawares, he said. “The railroads 
still are striving to overcome the 
harm done 30 years ago, when public 
opinion was so aroused by “trust- 
busting” slogans that it prevented 

(Continued on Page 30) 


arnes-Croshy Company 


and well 


LP ere na 


225 Vorth Wabash Avenue at 
Wacken Dnive and East South 
Water Street with a _ 
equipped Io - 
engraving plank ‘gether with 
Hew up-lo-dale Commercial 
Sholo and Ont Departments 


‘We extend lo you a cordial 


Franklin 760) 


Barnes-Croshy Company 


PHOTO ENGRAVING 
ART AND PHOTOGRAPHY 
225 NORTH WABASH AVE..CHICAGO,ILL. 


. , . i “iy . "7 mt . ex pe SO ev ie ~ + © ieee ae 4 ‘ La De I ee ee ea Pa, . ee ae a " ae ‘ ; Pants hens : » 
ie. 4 4 cae g J ae <a SM ane a e is io Pp if = m ua = = oe a a ea - % * . a ie Shee. et i ; p ‘be: ] Mae - = | - . 
e ee ees _— | 
ee : : 
— | | 
’ a a — : 
fer _ 
Miiye 
es at pail 
2 F # 
= 
a 
| | 
eee 
ae nh MS 
, oa 
aes har 
BR iele. 
at 
pet 
Bais: ss 
= 8 
<eeese 
| ee Cites 
cae 
Rie: ran 
SNE 
fs <= 
ee 
te . 
he iP lion at e 
= om se s 
res. 
oe 
fa ae 
RE Ra . 
ee ° 
Ses 
aes 
0 ' et ay 
ICAGY " ‘ a | ce a 
:) 4 4 } 5 
i ti la nt for ' . fe 
. ‘ x om 
| : ' r ‘ lion WAL. v 
gq le = 
‘ ame: : eos 
4 . : 
he jonuary } more the = 
foal Since Janu _ 
| 3 ie er conserve 40 ce U/L ws , 
a D | Z lowed : % 
4 é' pa otal q 
een ' 
_ctrop 
, reached ne extra puy- bs 
cn] cor 20 pig f | 
y season inc a sales poten A 
ky Sk ak GEAR ee ickt 
ag fal thc. yy ahd | 
a di rely and ae 
det . the use we xa’ 
through: ol Okiahom : 
i , more ynan } 
a wend gee 
Ee ve ee 
of 
os } : eave sa 
ed INC eee 
ee 
Bares 
, eee ee 
ae ieere 
eee . 
POE Ta | EARLS CORNET Or Cl ger rs yc Nein POUT RBS ES Bee ey WILE ge ae agi net at) sa DR® Ee i SR Rae ge ORY OMe ERR CO ui ore oN Dee ah waa CaS as aE se ou, Be Saar Eee cadoekylirs Sine Sys e OP ie ea. tig 
— | | | mie ee PaaS Ca ee tea RO si "ee ee rehat Fe oat iy oe ats beh ; wo eM a a ae ery ek | it 


ee 28 ADVERTISING AGE April 25, 1933 
Gilbert Kinney Retail Linage == [ndex of Retail Activity in 80 Important 
- 
Made Chai Decl 8.6% arkets 
aqae airman eciines 6.0/0 M t 
of the AAAA\ from’37 Total — -_ 
Based on total retail advertising volume in all newspapers in each city. 
(Continued from Page 1) Chicago, April 22.—Retail display (Copyright, 1028, by Advertising Publications, Inc.) 
lowing officers and directors werej|advertising for this year through | ——-WW— — es = — 
named by the Four A’s: April 16 was 8.6 per cent below the , % Gain % Gain 
Vice-president, Allen L. Billingsley, | corresponding period of last year ac- the he the tetas — ds fess ee Webk % Ca 
"esj > h ay - j 2 “ai , . el “E , 7 7 Seem 
ii president, Fuller & Smith & Ross, cording to the ApverTisinc AGE Index Ended Ended Ended over over Ended Ended pe 
Inc., Cleveland; secretary, William | of Retail Activity. City Apr. 18, 1936 Apr. 17,1937 Apr. 16, 1938 1936 1937 Apr. 17,1937 Apr. 16, 1938 Loss of 
Reydel, vice-president, Newell-Em-| A total of 287,919,932 lines is} Akron, 0. ............. 4,506,173 5,077,129 3,807,677 —15.5 —25.0 443,812 274,803 = —3ay Bur 
mett Company, Inc.; treasurer, E.| shown for the 80 important cities in-} Altoona, Pa. .......... 1,579,968 aeomaee 08.208 77. — eye Hehe 6 ~~ a1 
DeWitt Hill, vice-president, McCann-| cluded in this Index for the period | At@nt® Ga ---------- Ssorsez © e-sorz0s «= sssassz2 $450 33465221 479,983 gy Tin 
Erickson, Inc. John Benson was re-|reported, 27,005,682 lines less than| Birmingham, Ala. ..... 3.327.100 3,777,088 3.806.264 +14.4 +0.8 266,056 276,850 +41 The 
elected president, and Frederic R.|the 314,925,614 total for the compar- | Boston, Mass. ......... 5,938,053 6,196,375 5,686,370 —4.2 —8,.2 459,417 435,549 —.2 tak 
be Gamble, executive secretary. able period of 1937. Against 1936, this| Bridgeport, Conn. ..... 2,640,576 2,761,864 2,643,144 +0.1 —4.3 210,700 197,876 —~6} day 
bi Members of the board, for three- | ye¢ ow os ‘ Budlalo, MW, Ze ie cccccss 4,570,476 5,255,320 4,889,276 +6.9 —6.9 494,340 365,246 —26) . 
sins tenes: Webee thie. cael” on Snowe 0 as ERS ET OOM. =f een, Hd ss... 200. 1,161,715 1,195,083 1,119,209 —$3 6.4 82,225 83,494 +15 af 
a ce din teak: an + co In the seven day period ended with | Cedar Rapids, Ia. ..... 1,403,556 1,512,728 1,373,596 —21 —9.2 128,240 106,470 —169 
a Soro Ck-\the date reported, the measured | Ghattanooga, Tenn. 2,005,170 1,916,031 1,836,170 =84 —42 141,753 19,118 ta> me F 
hardt, Inc.; J. Stirling Getchell, chair- | cities show a total of 21,772,561 lines| Chicago, Ill. .......... 8,903,304 10,146,554 9,647,337 +84 —4.9 836,271 780,919 —Gs Nat 
man, J. Stirling Getchell, Inc.; and against 24,133,995 lines for the cor-| Cincinnati, O. ......... 4,932,101 5,235,621 4,727,379 —4.2 —9.7 399,595 354,013 —114 ciat 
Richard Compton, president, Comp-| responding week of last year, a loss| Cleveland, O. ....-.-.- 5,787,939 6,301,711 5,664,067 —2.2 —10.1 503,796 363,001 —275 yen 
ton Advertising, Inc. of 2,361,434 lines or 9.8 per cent ee ee siaake cs een ae Tere iat <3 = carers cares = a 
’ dee P . < 3 a Bee éebendenss a ,456, , ,465 % —0.§ 59,37 o —1) ore 
The New Directors Following is a table which shows] Dayton, O. ........... 3,981,754 4,600,142 3,995,764 +0.4 —13.1 374,612 286,258 —235 mot 
Directerattlere f , : percentage of gain or loss for each] Denver, Colo. ......... 3,029,603 3,087,310 2,826,574 —-6.7 —8.5 219,540 aarans —10.4 thre 
ector-at-large, for one year: |*_ 4 sate 97. | Des Moines, Ia. ....... 1,890,740 1,968,260 1,988,448 +5.2 +1.0 154,816 9 ks 
; : > l > > 3 4 , ’ ’ , ’ tena 
oe Sees, See, Somer 2 “ay 1 spanacninntonetnieg yer Detroit, Mich. ........ 6,368,800 6,698,395 5,426,952 —148 —19.0 585,504 396,821 —322 Ri, 
Van Riper, Inc., Indianapolis. Ray-|) 0° QUT “gf ee PASO, TOR. .occccees ceseeces  seecvccs  seeseces cece Tr 199,066 222,082 +116 
A ‘ e Jali, Bt fae ee we eke exe ae S 2. yt re fc o Lo ree « i q st 
mead Rubicam, chairman, Young 4/7°" .* RE Mrto, PB. oes cecseesss 2,045,792 2,548,73 2,744,682 +342 0 47.7 203,562 325,766 60.0 - 
Rubicam. Inc. and Thomas L. I : | Serer ere eee re eee —3.7] Evansville, Ind. ....... 3,819,508 3,469,565 3,742,462 —2.0 +7.9 281,008 289,478 + 3.0 vice 
at Cane le gs! <<  e ; —5,1] Fall River, Mass. ..... 974,898 1,059,218 961,574 —1.4 —9.2 83,004 73,898 —109 Neu 
Ryan, president, Pedlar & Ryan, Inc., Jan. 29 __79| Flint, Mich. ........... 2,615,718 2,594,424 2,246,678 —14.1 —13.4 211,596 135,674 —359 on 
continue as directors-at-large, terms ie . “5 Sees 734 Fort Wayne, Ind, ..... 3,259,816 3,556,350 3,147,732 —3.4 —11.5 285,439 240,226 —155 ANI 
expiring in 1939; and Walther ao ee hi Rear 1,652,985 2,092,350 1,617,435 —2.2 —22.7 129,751 121,865 —6.1 al 
_ aii asics ‘ s : 22 ‘ w« > XD 
uchen, resic ent, The Buche ‘om- \<] | Pe © . Grand Rapids, Mich. 2,663,626 3,190,670 2,641,996 —0.8 —17.2 214,116 210,364 —1.8 c 
wena 3. , sien ; — ne 5. 64 re nncesteuwese® —6.8| Greenville, S. C. ...... 1,661,795 2,001,633 1,882,603 +13.3 —6.0 136,738 155,574 +138 has 
» 3 
pany, Chicago; Atherton W. Hobler, |. os __11.4| Houston, Tex. ......... 4,037,754 4,774,616 4,818,924 +119 +09 368,900 401,148 +87 axet 
Benton & Bowles, New York; and OR Re ; — — ar YT en rar YW - : = > : —— = 4 
i Marcl - 14.8 Indianapolis, Ind. ..... 5,039,571 5,480,517 4,804,616 —4.7 —12.3 468,132 384,314 —17.9 of t 
Mark O'Dea, president, O'Dea, Shel-| APC O-- esse eee e eee reeees v | Jacksonville, Fla, .... 2,505,972 2,853,746 2,741,545 +9.4 —3.9 191,968 196,602 +24 
don & Canaday, New York, terms ex-|Mareh 12.........-.-.-+.-5-: 16.6) Jersey City, N. J. ..... 713,597 696,096 617,518 —13.5 —11.3 62,572 50,666 —190 vad 
iring in 19 Ce  nndabeenkdabbe kee —18.3| Kansas City, Kan. .... 639,499 785,071 808,752 +26.5 +3.0 57,442 60,690 +52 ore 
piring in 1940. , March 26 __14.2| Knoxville, Tenn. ...... 2,753,044 2,924,446 3,141,740 +141 +7.4 192,402 210,420 +94 and 
Directors for one year, representing | MATCM “0... 6. eee ee eee eee ees «| — — : —- . —- . — en 
; a Se Sa MM WE AON” Boo caceceviscaessess __0.9| Little Rock, Ark. ..... 2,733,906 2,808,974 2,699,412 —1.8 —s.9 209,832 202,818 atk Inst 
ae: OW ee, Se ‘le gq | 10s Angeles, Cal, .....  sccccees 7,616,646 6,962,047 —8.6 514,013 516,873 +06 Cl] 
Charles W. Hoyt Company, Inc.;|APTil 9...----.+++seeee sees —5.3 | Louisville, Ky. ........ 0 ce eeeeee 4,405,665 4,299,763 ae * 372,804 327,086 —123 " 
New England, Ernest V. Alley, Alley |APril 16.....-.-0+0+esereeees —9.8| Lynn, Mass. .......... 2,960,930 2,891,588 2,397,192 —19.0 —17.1 214,480 181,454 —154 por 
& Richards Company, Boston; Atlan- Elsewhere on this page is a tabu-| Manchester, N. H. 1,001,564 1,004,070 1,172,786 +17.1 +16.8 58,016 79,028 +362 a 
c , »wart. president. Stewart-| lation showing individual linage fig-] Memphis, Tenn. ...... 3,258,826 3,452,276 3,371,424 +3.5 —2.4 264,782 289,436 93 seles 
" p naw ET’, sing a ere ie ures for each city included in this | Milwaukee, Wis. ...... 4,073,711 5,403,112 4,639,991 +13.9 —14.1 381,086 334,945 —121 ence 
Jordan Company, Inc., Philadelphia; i ~ | Minneapolis, Minn, .... 4,603,375 4,654,338 4,100,403 —10.9 —11.9 326,268 287,185 —11.9 ager 
‘ Central, Homer Havermale, vice-| Index. Moline-Rock Island ... 2,586,466 2,753,968 2,813,230 +8.8 +2.5 250,432 216,034  -~13.7 we 
ae president, McCann-Erickson, Inc.. —————_- New Bedford, Mass. 990,262 1,017,422 953,932 —3.7 —6.3 67,578 67,200 —0.6 
Chicago; Pacific, D. M. Botsford P New Haven, Conn. .... 2,797,704 2,901,002 2,730,900 —2.2 —b5.1 232,232 180,446 —223 
president Botsford-Constantine & Standard Electric to New Orleans, La. ...... 5,835,635 6,058,411 5,546,238 —4.9 —8.5 445,795 358,252 —19.6 
esha . Hegges Seek Broader Market tNew York, N. Y. ..... 19,382,809 20,483,639 18,311,948 —5.5 —10.6 1,503,546 1,320,403 122 
Gardner, Portland, Ore. ee r tBrooklyn, N. Y. ...... 2,038,530 2,174,502 1,595,203 —21.8 —26.7 160,435 134,455 —162 y 
— Standard Electric Mfg. Corpora-| Norfolk, Va. .......... 2,746,046 2,738,372 2,741,704 —0.2 +0.1 193,592 197,302 +13 BR in 
tion, the re-organized Standard Elec-| Oakland, Cal. ......... 2,291,248 2,313,266 2,196,418 —4.1 —5.2 212,531 153,780 —27.7 Fm Sale 
tric Stove Company, Toledo, has an-| Oklahoma City, Okla.. 3,364,874 3,494,890 3,575,558 +6.3 2.3 251,412 263,718 +4.9 couv 
nounced plans for a new manufac-| Peoria, Ill. ........... 3,359,830 8,451,795 3,033,104 —9.7 —12.1 256,655 210,290 —18.1 fin 
turing program to include a variety] Philadelphia, Pa, ...... 8,750,449 9,392,310 8,152,193 —6.8 —13.2 689,272 526,920 —23.6 | am i 
of household electrical appliances as} Phoenix, Ariz. ........ 2,337,874 2,248,610 2,525,640 +8.0 +12.3 154,686 262,988 +700 i 
well as electric stoves. PatrsOUren, FB. ..esscs 6,374,974 7,812,490 6,458,662 +2.9 —17.3 557,690 452,914 18.8 t 
‘omplete national ¢ istribution will Portland, a err 3,447,418 3,735,316 3,410,332 —1.1 —8.7 270,802 282,254 + 4.2 
ba Gane theneah = enlarged dis-| Providence, R. I. ...... 4,142,163 4,150,133 3,621,818 —12.6 —12.7 297,386 245,923 —17.3 , 
chain ane Gente erent mt ;| Reading, Pa. .......... 2,692,150 3,231,816 2,930,525 +8.9 —9.3 284,662 199,836 —29.8 Le 
ri utor anc hac tye ye n a Richmond, Va. ........ 3,683,078 3,803,156 3,631,978 —1.4 —4.5 281,960 261,268 eS the 
eave Severe Se aS tec, a. ss 5,208,621 5,592,138 7,317,933 itl —22.8 716,750 307,310 263 nami 
motion. United States Advertising : 
e eaten sec gear a ot Sacramento, Cal. ...... 2,625,307 2,579,465 2,312,570 —11.9 —10.4 184,639 174,608 —.4 lishe 
a PF EAS ee corporation, Toledo, has been ap-|san Antonio, Tex. ..... 1,944,439 2,058,252 1,884,862 ong,§ ahd 138,810 135,960 —21 Com 
pointed the agency. San Diego, Cal. ....... 4,181,380 4,303,820 3,688,598 —11.8 —14.3 273,196 264,502 —3.2 his | 
F Mz ket - San Francisco, Cal. 4,665,504 4,877,931 4,674,650 +0.2 —4.2 358,225 322,357 —10.0 
Farm Mar . as 99 |Seattle Wash. ........ 3,047,012 3,202,478 2,767,980 —o.2 —i3.6 221,592 194,894 —12.1 
ats Robbins to “Newsweek South Bend, Ind. ..... 2,447,852 2,928,685 2,168,618 —114 —25.9 186,871 172,800 —15 G 
jouis Leland Robbins has joined Spokane, Wash. ....... 2,178,339 2,306, 794 2,219,784 +1.9 —3.8 163,100 156,800 —3.9 . 
as al seg in oa a Wee St. Louis, Mo... ...... 5,466,980 5.959.635 5.533.270 +33 —73 405,530 378,010 —6.8 se 
E Seg @ a ieohi dus grtesigs 21,36 3,771,0% 3,848,529 —4. +2. 302,5 5 —15.8 x 
(wir i paid ce week. He formerly was associated = ae —¥ sae a _ el SSITTTS Sr : eta i serna? = New 
culation ° any other e : oO 1 n rior to] * yracuse, . cae Stee ,3 78, »o ,091,218 —8.i —11.7 281,442 ,047 —lo./ Da 
medium ik these prc — canggens Ag oe coe Daily *Tacoma, Wash. ...... 1,776,042 1,997,574 1,767,752 is hE 136,360 130,508 —43 fm ‘alm 
we ; Nth the Hearst | 22™P% Fla. ..-.--..-- 1,862,450 1,904,704 1,934,870 +3.9 +1.6 130,690 136,178 
He has also been with the Hearst! poledo, 0. ............ 3,905,120 4,204,805 3,660,970 —6.3 —12.9 355,572 268,863 — 
newspapers and Curtis Publishing] roronto, Ont., Can. 6,350,292 6,355,609 5,346,597 —15.8 —15.9 439,598 402,382 
I ied” delernlueid rym | Company. i 3 aeeererere 1,113,350 1,273,902 1,159,186 +a. —0.0 102,158 108,934 
T MIDWEST eer TOMA, GHIR. bikes cen 2,890,818 2,894,142 2,790,278 —8.5 —3.6 204,694 218,078 
Washington, D. C. 10,820,606 11,250,519 10,160,084 —6.1 —9.7 841,302 761,158 
HE Gets Charles Cravats Worcester, Mass, ..... 3,456,995 3,468,496 3,419,287 —1,1 —1.4 256,790 270,000 
FARM PAPERS Ted Levy Advertising Agency,| Youngstown, O. ....... 2,770,442 2,777,445 2,390,405 —13.7 —13.9 188,510 155,182 
' snver, has been appointed to handle - one == 
Prairie Farmer naib at Charien H. bet a eee 314,925,614 287,919,932 —2.3 8.6 24,133,995 21,772,561 
“y pany, New Orleans manufacturer of js a ener ee June 34, 1987. 
Charles cravats and other neckwear. iieasnat "sad aha Semaetn Demiaeel Sas 8, 1937 
Business papers and New Orleans *Daily Led sath : : sea ais 
’ ger discontinued June 23, 1937. 
newspapers will be used. = 


WHICH MAKES THE 


Giant prints of anything written, 
eye ... hold interest . 


to investigate. 


RAPID 


PHOTOSTATS 


oe THE PEBBLE OR THE BOULDER « 


It's the same way with sales presentations. 
way—give it that certain wallop—by blowing it up to giant proportions! 
Because SIZE DOMINATES EVERY TIME! 
printed, drawn or pictured. 
Giant display cards, instruction charts, maps, diagrams, etc. stop the 
. put those ideas over. 
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Remember—SIZE DOMINATES! 


SERVICE 


BIGGEST SPLASH 


Get your idea over in a BIG 


Rapid makes clear, sharp 


Rapid 


The cost? So darn 
It will pay you 


COPY 


. GIANT Fait TS 


Architect Factor 


in Furnishing Home 


The growing interest of architects 
in the field of interior design was evi- 
denced last week by insertion in 
Architectural Record, New York, of 
an advertisement sponsored by five 
manufacturers of interior equipment 
and furnishings. In editorial style, 
the copy, written and signed by Har- 
vey Wiley Corbett, architect, empha- 
sized the need for a closer working 
arrangement between the architect 
and decorator. 

Cooperating manufacturers were: 
Drix Duryea, Inc., McMillan, Ine., J. 
E. Catlin, the Virginia Craftsman, 
Inc., Richter Furniture Company and 
W. & J. Sloane. 


To Represent “Forum” 


The Forum, Maryville, Mo., has 
appointed Alfred Marshall & Asso- 
ciates, New York, as national adver- 
tising representative. 


Advance. 


dent and manager 
change, Inc., 


Needham, 
cago agency. 


Wilson to “Advance” 


William M. Wilson, formerly presi- 
of Fernald’s Ex- 
New York, has been 
named general manager of New York 
Prior to his connection 
with Fernald’s Exchange, he was as- 
sociated with the advertising depart- 
ments of New York Times, Los An- 
geles Times, and Editor & Publisher. 


Special “Star” Issue 


The Evening Star, Washington, D. 
C., has issued a presentation in the 
form of a regular newspaper featur- 
ing reproductions of copy used in its 
columns by 221 national advertisers. 


White Joins Agency 


Willis White, formerly advertising 
manager of Hurley Machine Com- 
pany, has joined the copy staff of 
Louis & Brorby, Inc., Chi- 


2nd Paper... . 19.7% 
3rd Paper... . 15.6% 


When a newspaper leads its competi- 
tors in 19 out of 24 retail advertising 
classifications (as does The Seattle 
Times) there can be only one answer: 


CONSISTENTLY SUPERIOR RESULTS! 


Shoe Account to Grey 

Air-O-Pedic Shoe Company, Brock- 
ton, Mass., has placed its account 
with Grey Advertising Agency, New 
York. Promotional plans for fall are 
| Row being drawn up. 


“Ledger” Joins NNPA 


Newark Ledger has joined the Na- 
tional Newspaper Promotion Asso- 
ciation. Fred Jablons is promotion 
manager. 


360 N. MICHIGAN AVE. CHICAGO . STATE 5977 

110 S. DEARBORN ST. CHICAGO ..STATE 5977 NINTH-CHESTERBLDG., CLEVELAND, MAIN 9335 

173 WEST MADISON ST., CHICAGO .STATE 5977 = 415 LEXINGTON AVE. NEW YORK ..VA. 3-3680 
444 MADISON AVE, NEW YORK .... VA. 3-3680 


Y 
" eae ST., CHICAGO . . STATE 5977 PUBLISHED DAILY AND SUNDA 


The Seattle Times 


O'MARA & ORMSBEE, Advertising Rep’ 
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AT NEWSPAPERS’ 
NEW YORK MEET 


(Continued from Page 1) 
of the committee in charge of the 
Bureau of Advertising, will introduce 
sg. E. Thomason, publisher, Chicago 
Times, who will act as toastmaster. 
The election of ANPA officers will 
place at the closing session Fri- 


take 
day. 
“Practical 


Promotion” Subject 


For the first year in its history, the 
National Newspaper Promotion Asso- 
ciation will hold its annual conven- 
tion independently, scheduling April 
94.28 as the dates. “Practical Pro- 
motion” will be the theme to run 
through the sessions. 

The promotion men have lined up 
an impressive list of speakers, the 
list including Col. Julius Ochs Adler, 
vice-president and general manager, 
Yew York Times; William E. Thom- 
gon, director, Bureau of Advertising, 
ANPA; Leo McGivena, a promotion 
expert of the first water, though he 
has deserted the newspaper for the 
agency field; Edward L. Lloyd, chief 
of the market data section, Market- 
ing Research Division, Bureau of 
Foreign and Domestic Commerce, 
and Dr. George W. Gallup, American 
{nstitute of Public Opinion. 

Clinic discussions will play an im- 
portant part in the convention, chair- 
men for each meeting having been 
selected because of practical experi- 
ence, Elsa Lang, promotion man- 
ager, New York Herald Tribune, is 
president of the NNPA. 


“Silhouettes” Out 


Screen Silhouettes has been started 
in Vancouver, B. C., by Sol-Saline 
Sales Enterprises, Ltd., 111-112 Van- 
couver block. Green-Gunn Advertis- 
| ing Service, Vancouver, is advertis- 
' ing representative. 


Milliman Adds Duties 


Loren H. Milliman, farm editor of 
the Portland Oregonian, has been 
named editor of Better Fruit, pub 
lished by Better Fruit Publishing 
Company, Portland. He will retain 
his position with the Oregonian. 


Des 


Gets Palm Beach Suits 


Goodall Company, Cincinnati, has 
named L. S. Goldsmith Company, 
New York, to handle advertising of 
Palm Beach suits. 


Agency for Deodorant 


Pearson Pharmacal Company, New 
York, has appointed Kimball Hub- 
ard & Powel, Inc., New York, to 
landle advertising of Dew deodorant. 


sPEED—_________ ECONOMY 
PRESENTATIONS | 
LETTERED WITH TYPE 


COLORS AT NO EXTRA COST 23 
Additional Copies at Lower Price © 


Detailson Request + Plaza 8-1385 
\.B. MUIRHEAD, Inc., 480 Lexington Ave., N.Y. 


The rates for this department are as follows: 


“Help Wanted,” 
“Representatives Available,” 
cash with order, 


All other classifications (single insertion rates): 


$4.75 per inch. 
insertions. 


“Positions Wanted,” 
30 cents a line, minimum charge $1. 


“Representatives Wanted,” and 


Terms 


% in., $2.75; 1 to 3 in., 


Write for descriptive folder describing discounts for term 


HELP WANTED 


@ We have an opening in our sales 
department for several aggressive 
men with advertising and sales 
promotion experience. 


Salary and commission 
right men. 


to the 


RAPID ENGRAVING CORP. 
547 S. Clark St., Chicago, Illinois 
Complete service — layouts — 
art work — photography 
composition — photo-engraving 


POSITIONS WANTED 


Copy-layout-production man, Recent- 
ly with Chicago agency planning and 
preparing industrial and consumer 
advertising. (Direct mail-newspaper- 
magazine.) 32. Single. Protestant. 
Phone: ROG. 9214, Chicago, Apt. 204 
or write A. M., Apt. 204, 1600 Jonquil 
Terrace, Chicago. 
ADVERTISING 

newspaper, 

agency, rep., 
Go anywhere, 
Box 1418, ADVERTISING AGE, Chgo. 


DIRECTOR, daily 
wants better job with 
radio or mag. Age 31. 


POSITIONS WANTED 


Young man, 25. Free to travel. 1 
yrs. lithography, shop and office; 
yrs. university. Would like position 
in advertising or associated industry. 
Box 1422, ADVERTISING AGE, Chgo. 


REPRESENTATIVES AVAILABLE 


Solicitor—widely acquainted Chicago 
area, offers experienced representa- 
tion on publication or radio service. 
Box 1421, ADVERTISING AGE, Chgo. 


MISCELLANEOUS 


COPY TESTERS! 


Test direct mailing piece appeal, copy 
and illustrations, too, with photo- 
offset reproductions. Runs as short 
as 300 still economical because newest 
process eliminates engraving and 
typesetting costs. Anything that can 
be printed can be processed. 
300 COPIES (8%x11”) $2.50 
Additional hundreds only 25c 
Even lower prices for larger 
quantities 
Any size furnished. Free informative 
booklet on request 


Laurel Process, 480 Canal St., N. Y. C. 


NEW SELLING IDEAS FREE 

Let us show you how other firms 
are getting orders with our new 
PHOTO AD-CARDS. Most effective 
business producers ever devised, Write 
GRAPHIC ARTS PHOTO SERVICE 

3rd & Market Sts., Hamilton, Ohio 


Canada Dailies 
Fail to Unite; 
CNNPA Elects 


Toronto, April 21.—With almost 
one-fourth of the members register- 
ing bitter opposition, directors of the 
Canadian Daily Newspapers Associa- 
tion ended an all-day meeting today 
without having discovered a method 
of financing a campaign patterned 
after that of the American Newspaper 
Publishers Association. The  pro- 
posal is to be presented to the gen- 
eral membership at its convention 
Friday and Saturday. 

The Canadian National Newspa- 
pers and Periodicals Association held 
its annual meeting here last week, 
electing N. Roy Perry, Maclean’s 
Magazine and Chatelaine, president, 
and John Atkins, Canadian Maga- 
zine, vice-president. E. J. Weld, 
Farmer’s Advocate, retiring presi- 
dent, was elected to the board. Other 
directors were elected as follows to 
represent affiliated groups: 

Agricultural Press Association: C. 
T. Croucher, W. W. Emerson, T. J. 
Tobin. Business Newspapers Associ- 
ation: A. A. Burrows, Hugh C. Mac- 
Lean, B. G. Newton. Magazine Pub- 
lishers Association: E. R. Milling, 
W. C. Stovel, H. V. Tyrrell. 

W. W. Emerson, Country Guide € 
Nor’-West Farmer, Winnipeg, was 


AD-SETTING e PRINTING 


PRINTING 


FAITHORN 


CORPORATION 


4 Sherman St., Chicago - Wabash 7820 


elected president, Agricultural Press 
Association of Canada; T. J. Tobin, 
Canadian Countryman, Toronto, vice- 
president; Joseph McGoey, Toronto, 
secretary. 

The Business Newspapers Associa- 
tion of Canada elected George D. Da- 
vis, Maclean Publishing Company, 
Ltd., Toronto, president; elected to 
the executive board were A. A. Bur- 
rows, Canadian Transportation; C. T. 
Croucher, The Farmer’s Magazine; 
B. G. Newton, Maclean Publishing 
Company Ltd.; T. S. Young, Hugh C. 
Maclean Publications Ltd. 


Croucher Elected by MPAC 


The Magazine Publishers Associa- 
tion of Canada elected C. T. Croucher, 
Consolidated Press Limited, presi- 
dent; W. C. Stovel, National Home 
Monthly, Winnipeg, vice-president, 
and the following executive commit- 
tee: E. B. Harshaw, Chatelaine; A. 
D. MacLean, Canadian Magazine; E. 
R. Milling, Consolidated Press Ltd.; 
A. M. O’Malley, Canadian Home Jour- 
nal; J. R. Thompson, Maclean’s Mag- 
azine. 

Major I. D. Carson continues as 
manager of each of the four associa- 
tions. 


Gets Doehler 


Needham & Grohmann, Inc., New 
York, has been appointed agency for 
the advertising of all divisions of 
Doehler Metal Furniture Company, 
New York. For the past two years 
the agency has been in charge of ad- 
vertising for the company’s furniture 
and bedding divisions. 


Booklet on Fence 


American Steel & Wire Company, 
Cleveland, has issued a booklet en- 
titled “Fence, Its Relation to Farm- 
ing.” It illustrates the importance 
of fence in relation to modern farm- 
ing and steps the retailer can employ 
in merchandising fence for greater 
Sales. 


Names Campbell-Ewald 
Alexo Neckwear Mfg. Company, New 
York, manufacturer of Permastyle 
neckwear, has appointed Campbell- 
Ewald Company, New York, as its 
agency. W. F. Earls is account ex- 
ecutive. 


Appoints Woodman 
Tobacco Record has appointed 
Woodman Advertising Service, New 
York, as national and local advertis- 
ing representative. Paul Schleissner 
is publisher and editor of the publi- 


Advertising Club of 


Hartford Reorganized 


The Advertising Club of Hartford, 
Conn., has been reorganized as an 
affiliate of the Hartford Chamber of 
Commerce, with John Ashmeag, ad- 
vertising manager of Phoenix Insur- 
ance Company, as president. 

Other officers include Roland N. 
Peck, Arrow-Hart & Hegeman Com- 
pany, first vice-president; Mary Mc- 
Mahon, Albert Steiger, Inc., second 
vice-president; Graham R. Treadway, 
Hartford-Connecticut Trust Com- 
pany, treasurer, and Charles W. 
Winslow, manager of the Chamber’s 
convention bureau, secretary. 


Five Iron Firemen 
Dealers Get Awards 


Gerber & Crossley, Inc., Portland, 
agency for Iron Fireman Mfg. Com- 
pany, has announced five 1938 awards 
for best advertising cooperation by 
Iron Fireman dealers during the 
past year. 

Winners of the trophies are Jack 
Deakin, Erie, Pa.; C. L. Smavely, 
Lancaster, Pa.; Jack W. Hardie, 
Greensboro, N. C.; Al B. Meeg, Mil- 
waukee, and Ben G. Michel, Minne- 
apolis. 


Names Ridder-Johns 

The Tribune Herald, Hilo, Hawaii, 
has appointed Ridder-Johns, Inc., 
New York, as national advertising 
representative for all United States 
territory cith the exception of the 
Pacific coast. Mrs. Fay King Watts, 
San Francisco, is representative in 
this area. 


Brownmiller in Charge 

Roy E. Brownmiller, who was re- 
cently appointed secretary of the de- 
partment of highways, Pennsylvania, 
has been elected chairman of the 
state publicity commission. In this 
post, he will direct the $500,000 tour- 
ist and industrial promotion voted by 
the 1937 legislature. 


State Post to Wolf 

Irwin D. Wolf, vice-president of 
Kaufmann Department store, Pitts- 
burgh, and donor of the Wolf Pack- 
aging Trophy, has been elected sec- 
retary and chairman of the commit- 
tee on buildings and exhibits by the 
Pennsylvania-New York World’s Fair 
Commission. 


Mansey Park Appoints 


Munsey Park, Inec., Manhasset, 
Long Island, N. Y., has appointed 
Metropolitan Advertising Company, 
New York, to handle a newspaper, 
magazine and direct mail campaign. 
The company has built and sold 400 
houses ranging from $15,000 upward. 
David Barouther is account execu- 
tive. 


BOTH FAMOUS 


Enfoy 

the Tobacco 
Earl Baldwin 
made 


famous 


Presbyterian 
‘tase Mixture 


Stanley Baldwin, English statesman, 
is featured in this endorsement in 
a Scotch newspaper. 


Prima Company, 


pointed Bozell & Jacobs, Chicago, to 


direct advertising 


daily program following the baseball 
game over Station WIND is being 


used to open the 


Business papers will also be used. 


Aaron Joins Agency 


Wm. H. Aaron, Jr., formerly assist- 
ant advertising manager of Stewart- 
Warner Company and John F. Jelke 
Company, has joined Robert Burns 


& Associates, Inc., 
president. 


Rodlun Opens Office 


Troy M. Rodlun has opened offices 


at 4000 Cathedral 


magazine mail 
tion. 


Zephyr Names Dawson 


E. T. Dawson, formerly assistant 
advertising manager, Progress Cor- 


poration, has been 


New York. 


Gets Prima Account 


ton, D. C., to act as advertising and 
sales promotion counsel, with empha- 
sis on direct mail advertising and 
circulation promo- 


tising and promotion manager of 
Zephyr Rotary Shaver Corporation, 


Chicago, has ap- 


of its beer. A 


Prima campaign. 


Chicago, as vice- 


avenue, Washing- 


appointed adver- 


SEED INDUSTRY PROSPERS 


Reader survey shows Seed World 
offers advertisers an annual 


HUNDRED MILLION 


and agricultural items 


223 W. Jackson Blvd. 


through its coverage of wholesalers and re- 
tailers who sell seed and other horticultural 


and suburbanite customers. 


We will gladly give you an analysis of this 
field as it applies to your business. 


SEED WORLD 


Published every other Friday 


DOLLAR MARKET 


to 41,000,000 farmer 


Chicago, Ill. 


TORONTO 
MONTREAL 
WINNIPEG 


cation. 


3000 ROOMS 
WITH BATH 
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Spuds Use Radio 


Axton-Fisher Tobacco Company, 
Louisville, Ky., is releasing a spot 
radio drive in major cities for Spud 
cigarets, emphasizing the importance 
of soothing mouth, nose and throat. 
Lavrence C. Gumbinner Advertising 
Agency, New York, is in charge. 


Chamberlain Advanced 


Warren C. Chamberlain, on the 
sales staff of Mademoiselle, New 
York, for the past two years, has 


been appointed Eastern advertising 
manager. 


Pagano Adds Three 


Pagano, Inc., New York, has ap- 
pointed William F. Barr for sales 
and contact; Tommy Thompson for 
lettering and design; and eed 
O’Keefe as illustrator. 


mice of Agrie ulture 


“The S 


Dodge Shifts Four 


The appointment of W. M. Purves 
as general sales manager, Dodge di- 
vision, Chrysler Corporation, has 
brought about several changes in the 
sales staff of the company. A. van 
DerZee, whom Mr. Purves replaced, 
has been named vice-president of the 
Chrysler Corporation and will be in 
charge of general sales development. 
Forest H. Akers and Frank J. Tim- 
mens have been appointed assistant 
general sales managers. 


Issues Housing Booklet 


American Radiator Company, New 
York, has issued “The ABC of FHA,” 
a booklet which answers questions 
about the National Housing Act, 
with special reference to moderniza- 
tion of home heating and air condi- 
tioning. 


Two Scholarships Given 
by St. Louis Club 


Women’s Advertising Club of St. 
Louis has awarded scholarships to 
Miss Melville C. Gordon and Vernon 
L. Morelock as rewards for four pro- 
jects completed during the club’s an- 
nual Careers in Advertising course. 

Judges for the competition were 
William J. Bowling, acting dean of 
the University College; Ferron 
Troxel, dean of Jefferson College, 
and Douglas J. Murphey, president of 
the Men’s Advertising Club of St. 
Louis. 


Form Egg Institute 


New England Fresh Egg Institute 
has been organized at 261 Washing- 
ton street, Boston, to promote New) 
| England eggs. Homer I. Huntington | 
is executive manager. 


“St. Louis Star-Times” 
to Build Radio Station 


The Federal Communications Com- 
mission has issued a construction 
permit to the St. Louis Star-Times 
Publishing Company for a new radio 
station. 

The call letters KXOK have been 
assigned to the new station, which 
will operate full time on a frequency 


s}of 1,250 kilocycles with a power of 


1,000 watts. The Star-Times will also 
establish a facsimile broadcasting 
station. 


Retailers Merge 
House of Wagner, Philadelphia, 
has merged with Bonwit Teller & Co. 
Mrs. Morris Wenger, head of Wag- 
ner, becomes vice-president of Bon- 
wit’s. 


| ohn 


HOLDS PUBLIC 
RELATION’S JOB 
IS VITAL NEED 


(Continued from page 27) 
necessary and economically sound 
consolidations in the railroad fielq 
Now the solution of the railroag 
consolidation problem is for the gov. 
ernment to keep its hands off, ey. 
cept in the capacity of an umpire.” 
he declared. , 
Business is still negligent, he saiq 
in telling its side of the anti-trug 
legislation story to the public, and jy 
fostering a clearer public conception 
of the differences between unsound 
monopolies, and economically and 
socially advantageous consolidations 
and combinations. : 
Mr. Harriman’s address was broad. 
cast over a CBS network. 


Grant Chairman of 


“Milwaukee Journal” 
Effective May 1, Harry J. Grant 
president and editor, Milwaukee Jour. 
nal, will become chairman of the 
board; Marvin H. Creager, managing 
editor, becomes president and editor 
z, Donald Ferguson, chief editorial 
writer, vice-president and associate 
editor; L. A. Webster, assistant pub 
lisher, vice-president and publisher 
and L. L. Bowyer, business manager 
vice-president and associate pub 
lisher. 
_The elections are part of the evoly- 
tion of the plan outlined following 
the death of L. W. Nieman in 1935, 
ris stock was bought for distribv- 
tion among those charged with the 
conduct of the paper. 


Petry Opens California 
Office; Names Matson 
Edward Petry & Co., Inc., will open 


Los Angeles, to serve Southern Cali- 
fornia agencies and advertisers. This 
territory was formerly served from 
the San Francisco office. 

Chester 
pointed manager of the new office. 
He was formerly account executive 


Broadcasting System, and prior to 
that was on the sales staff of Den 
Lee Broadcasting System. 


Hollmann Promoted 


Julius Z. Hollmann, formerly as 
sistant general sales manager, has 
been appointed general sales mana: 
ger of the Celotex Corporation, Chi: 
cago. Mr. Hollmann joined the con- 
pany in 1926 and served first as 
branch manager of the St. Louis 
sales division until 1936. 


Auer Vice-President 


_George J. Auer has been elected 
vice-president of Peck Advertising 
Agency, Inc., New York. He has als0 
been appointed director of the new 
business department. He was for 
merly vice-president and _assistall 
publisher of the New York Evening 
Journal, 


Flex-O-Lace to Baskin 


Flex-O-Lace Company, Chicago, has 
launched plans for national distribu: 
tion and advertising of its elasti' 
shoe laces and has appointed Sale! 
N. Baskin Advertising Agency ‘ 
handle its account. Gust Corporatio. 
Chicago, has been appointed agen! 
for sales and marketing operations. 


Gets Majestic 
Majestic Hotel, Chicago, has 4P 
pointed Gale & Pietsch, Chicago, 4 
its agency. Newspapers, magazines 
and radio will be used. 


Gets Sleetex 
Sleetex Company, New York, manu: 
facturer of automotive safety devices. 
has placed its account with Picard 
Advertising, Inc., New York. 


New Cleveland Office 


Modern Medicine has established 
a Cleveland office in the prospec 
Fourth bldg. Bernard A. Smiler is 
charge. 


Wood Names Agency | 
Wood Shovel and Tool Company. 
Piqua, O., has placed its advertising 
account with Campbell-Ewald con 


pany, Detroit. 


offices May 1 in the Edison bldg, | 
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G. Matson has been ap- ' 


in the sales department of Columbia 7 
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Hooray for MENNEN SKIN BRACERI 
Its subtle odor wows the ladies every time. 
Cooling, tingling, refreshing—and bow! 


Nothing bothers Dad since be discovered the comfort of 
eVolu- Mennen Lather Shave : 
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The trade liked this airy Mennen touch so well that they asked that the advertisements be given further use in their This comely miss helped to make the orange carnival held recently 


stores. Mennen obliged. (Story on Page 22.) Bernardino, Cal., a success. 
' ‘ 
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The pen is mightier than the 

J sword ...only when the pen has ink. 

They go together. Theyre a natural combination. 
Just as the pen and ink are a mighty and natural a combination that provides blanket coverage of the 
combination so are the daily Chicago Herald and nation’s second market at a cost of only one dollar a 


Examiner and the Chicago Evening American. These line, and with a minimum of duplication.” 


two great and powerful newspapers—each with a For efficiency, effectiveness, and economy . . . for 


proved selling power of its own—are now offered on the kind of coverage that puts black ink in your “*P and 


an optional combination plan. Together, they deliver L” statements . . . coverage that makes your sales go* 
more than 700,000 circulation into the hands—and up and your costs go down .. . USE THE COM- 
homes — of Chicago’s most alert, up-and-coming, BINATION. 


up-and-spending families. Your best prospects. "Stew: A check of tata tomedidiers 


circulations of these two newspapers 


Here is Chicago’s only NATURAL combination . . . disclosed a duplication of less than 5%. 
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CHICAGO HERALD AND EXAMINER | 
CHICAGO EVENING AMERICAN enact? 


National Representatives—HEARST INTERNATIONAL ADVERTISING SERVICE—Rodney E. Boone, General Manager 
NEW YORK, Chicago, Detroit, Pittsburgh, Boston, Philadelphia, Rochester, Baltimore, Atlanta, San Francisco, Los Angeles, Seattle 
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